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CAESAR 
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! TEXAS GUINAN 
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| SALESMANSHIP 

Whatever their product . . . whatever their 
|( , they knew how to sell it. And . . . whatever 
your product, whatever your service, 
B LABAN STATIONS know how to sell it. 
BALABAN sells ... and people BUY! 

IE BALABAN STATIONS J°hn F. Box, Jr., Managing Director 
lost Experienced Flagship Stations in the Nation 
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June PROCEEDINGS presents 

an exclusive report 
of world-wide significance 




List of contents 



IRE is proud to present, in June 1960 Special 
Issue of PROCEEDINGS, the findings of a team of 
271 engineers who for 2V£ years conducted studies of 
world-wide significance for the future of television. 
The Television Allocations Study Organization — 
formed by the TV industry in 1956 at the FCC's re- 
quest — has exhaustively analyzed the engineering 
factors underlying allocation of frequencies for VHF 
and UHF television broadcasting. 

As the number of television services grows, a better use of TV channels becomes 
increasingly important. TASO engineers first drew up specifications for measuring TV 
field strengths; then sifted data on field strengths of VHF and UHF. They have discovered 
reasons for hitherto unexplained deviations, and have also sought to establish a relation 
between field strength and picture quality. 

How good are directional TV transmitting antennas? The results of extensive 
field tests are analyzed. To what extent do interfering signals and noise affect picture 
quality? How accurately can one predict an interfering field? These and other questions 

are answered. 

So important are the TASO findings 
that IRE has allocated 120 pages to them. 
If you are not already an IRE member, we 
suggest you send in the coupon below to 
reserve a copy, for the June 1960 PRO- 
CEEDINGS will surely remain the defin- 
itive work on VHF and UHF TV for many 
years to come. 



BE SURE YOU READ THESE ARTICLES! 

by E. W. Allen, Federal Communications 



"Television Allocations Problems 
Commission 

"The Television Allocations Study Organization" — a Summary of its 
Objectives. Organization and Accomplishments" by George R. Town, exec, 
dir. of TASO; Iowa State University 

"Measurement of Television Field Strengths in the VHF and UHF Bands" 
by H. T. Head, A. 0. Ring and Associates; and Ogden L. Prestholdt, CBS-TV 



H. LaGrone, University 
Television Field Strengths at Ultra-High Fre- 



Forecasting Television Service Fields" by Alfred 
of Texas 

"Influence of Trees on 
quencies" by H. T. Head 

"Tropospheric Fields and their Long-Term Variability as reported by 
TASO" by Philip L. Rice, National Bureau of Standards 

"Picture Quality — Procedures for Evaluating Subjective Effects of Inter- 
ference" by G. L. Fredendall and W. L. Behrend, RCA Labs. 

"Measurement of the Subjective Effects of Interference in Television 
Reception" by Charles E. Dean, Hazeltine Research Corp. 

"Studies of Correlation between Picture Quality and Field Strength in 
the United States" by C. M. Braun and W. L. Hughes, Iowa State 
University 

"Relative Performance of Receiving Equipment as reported by TV Service- 
men" by Holmes W. Taylor, Burroughs Corp. 

"VHF and UHF Television Receiving Equipment" by William 0. Swinyard, 
Hazeltine Research Corp. 

"Findings of TASO Panel I on Television Transmitting Equipment" by H. G. 
Towlson of General Electric Co. and J. E. Young, RCA 

"Determining the Operational Patterns of Directional TV Antennas" by 
F. G. Kear, of Kear and Kennedy, and S. W. Kershner, of A. 0. Ring and 
Assoc. 

"Sound-to-Picture Power Ratio" by Knox Mcllwain, Burroughs Corp. 

"Presentation of Coverage Information" by 0. C. Livingston, Sylvania 
Electric Products, Inc. 

"The Television System from the Allocation Engineering Point of View" 
by Robert M Bowie. Sylvania Research Labs. 
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□ Enclosed is company purchase order 
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I TIMEBUYING J 



TIMEBUYING 
BASICS 



TIMEBUYING BASICS starts on page 9 

INDEX TO TIMEBUYING BASICS is on page 11 

What's in Timebuying Basics 

Advertising Expenditure Basics starts on. page 13 

Here are some easy to read graphs on : the share of national and 
local radio and television advertising expenditures versus all ad- 
vertising. Who are the top 100 advertisers in all major media 



Set Production is on pa 



fit- 



Radio set production through the years as well as retail sa". 
are shown here. The picture of popularity by type of set empli 
sizes new improvements and contributions to the radio indust 



In-H< 



List 



ening starts on P a ge 



The in-home radio audience, analyzed from many angles, mak 
up this section. Interesting and informative details coven 
are listening by hours of the day, by seasons and territori 



Out-of-Home Listening starts on page 

The honus dimension or radio's out-of-home audience is se; 
rated and listed in tbis part. Accent is on tbe seasonal effe< 
of out-of-home listening during winter and summer monl 



Cost Basics starts on page 16 FM Basics starts on page 



This section includes two charts helpful in eliminating the time 
consuming task of estimating costs of spot radio and tele- 
vision campaigns, based on length, day and night discounts 



Fm radio's sudden popularity in the modern household mil 
it necessary to provide informative data on this fast growij 
medium. Facts include market penetration, bomes, product! 



Timebuyer's Tools starts on page 20 Spending and Costs starts on page 



This handy material is designed to make a timebuyer's life 
easier. A renewal and expiration date calendar for schedules 
of various lengths and a chart showing sunset times by months 



\ aluable data covering advertiser expenditures and rates 
collected in this section for complete and quick reference. TH 
cover network, spot, local spending plus total market revem 



Coverage Basics starts on page 24 Network Patterns is on page 



The reach of radio and tv stations are easy to calculate with 
these simplified coverage charts. The charts take into account 
station power, frequency and terrain. Uhf map is also included 



Tbe difficulty to obtain research material on network radii' 
recent years has heen challenged with this section. It cont 
ratings, audience composition and other data on top progri 



Ratings Basics starts on page 28 Spot Radio's Cumulative Audience starts. page 



Timebuyers of all stages will find this rating, audience and 
share information a valuable asset in effective buying. Includes 
explanations of research terminology and cumulative audience 



Here's where facts on the rapid accumulation of the radio aij 
ence, an important audience measurement, are compiled. C j 
figures shown include daily, weekly and monthly circula( 




1 ] RADIO 
BASICS 

HADIO BASICS starts on page 41 

INDEX TO RADIO BASICS is on page 43 

What's in Radio Basics 

Dimensions starts on page 44 

Number, location, type of radio sets in addition to number of 
homes and radio stations are collected in this section. The con- 
sistent growth of radio is accentuated witb basic trend material 




JL ] telev|s|on 

BASICS 

TELEVISION BASICS starts on page 

INDEX TO TELEVISION BASICS is on page 

What's in Television Basics 

Dimensions starts on page 

This section consists of the basic figures in tv advertising. M 
saturation, location of homes, number of sets and station? I 
collected and put into easy-to-follow charts, graphs and tiefl 
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SIGMUND FREUD reversed the traditional thought of centuries by emphasizing the subconscious mental functions 
•hat motivate people to action. Here was a creative genius. Through his writings, he sold the world an entirely new concept: psycho- 
analysis. He has been called many things — now a salesman. WRIT has revised the traditional concept of radio programming. Its music, 
Jomtnant personalities and public services form a powerful voice that sells your products and services on every level of consciousness 
n the big Milwaukee market. WRIT, above all, is a salesman! No wonder wonderful WRIT is first in Milwaukee. (June-July Nielsen.) 



WIL 

St, Louis 



WRIT MILWAUKEE 

SOLD NATIONALLY BY ROBERT E. EASTMAN & CO., INC. J0 HN F. BOX JR., Managing Director 



THE BALABAN STATIONS 

d»i?m in tempo with the times 



Sot Production i;> nu. 



pilgC 



90 



What's in Film & Tape Basics 



TV' lulc-t set production ami ri tail -ales pit tun together with 
tr< fill- <|',(ti>ii£ bark to the hiilh of television meal- H*- rapiil 
■ uih \1- ii ! >lril an tin total number of »et» -old \>\ t\pc 

N letting llaliits starts mi page 91 

Shown licit" is a conipnhc n-ivi and complete rundown of the 
tclr\i-i»m aiiili'nd. Som< caKgnrto co\ering davtinii and 
ni;dil'MU> liiwini ju : audii n< < composition; cumulative data 



Summer N ievting Habits starts on pane 102 

Tlio controversial subject of -ummer television has merited 
-iparati treatment. 1 mpha-i- i- put on audience decline and 
^.niis during earl) Mewing hour-. M-o -tudic— h\ teiritor; 



Spending and (]o;«ts Marts on page 108 

Here are the figure- on television -pending through the year- 
and how tin adverti»cw divide their money among network, 
-pot and local media \lso -hown are -pending hy industries 

Network Program Trends starts on page 118 

\ number of breakdown- compare audience- to the Various 
shovt categoric-, \l.-o collected are facts and figure- on network 
lineup-. trends on program lengths and type of sponsorship 

dolor Tv starts on page 121 

\ summary of color tv'- status is followed hy a complete li-ting 
of station- equipped for color. \l-o a li-t of achertitsta* with 
i olor t\ experience and a -pecial coinnierci.il recall study 



U2 F'LM & TAPE 
LIU BASICS 

FILM & T \VV: HASH'S slarls on pa*« 129 

INDI A TO FILM & TAPE BASICS is on page 131 



Syndication Hasics starts on page 13i 

Here i« an estimator of time and film costs and their ranges i, 
50 markets, a listing of what hig regional buyers are u-inj 
plu- an alphabetical guide to show- now active in -yndicatio 



Tape Hasies starts on page l.'Jt 

Broadcasters and producer- equipped for tape are listed hcrJ 
along with taped -how- a\ailable in syndication, plu- inform* 
tiou on mobile, color tape equipment here and around worl 



Commercials Basic* starts on page 1 1 

This i- a complete set of credits for w inners of the First \mt 
ican T\ Commercials Fe-ti\al & Forum, including bests, ru* 
ners-up. and honorable mentions, in product and special group 



TIMEBUYERS 
OF THE U.S. 



TIMEBl "VERS OF THE I . >. -tarts 



page 1- 



This li-ting. the first part of which appears in Air Med| 
Basics, includes most of the men and women in U.S. agenci 
connected with the buying of national radio 'tv time. \ total 
19 cities i- included ( plus a few others) where 90fc of the -r 
bu-ine— i- placed. \ir Media Ba-ic- contain- the mo-t im|» 
tant part of this -buvers in New ork City and Chicago, f 
listing show- agencies in alphabetical order, their accounts a 
the media executive- and timcbuyers re-pon-ible for tin 
account-. Material is updated from the winter-spring 1960 > 
tion of Time Buyers Register. The material wa- updated f- 
three source-: (1) replie> from agencies to a que-tionni: 
-cut out by sponsor seeking the late-t per-onnel informant 
(2) published data in sponsor'- weekly WRAP-IT section J 
• 3 1 miscellaneous sources. Re-t of list covering the other 
( itie- will appear in succeeding weekly issues of spons 



STAFF FOR SPONSOR'S 14TH 

Publisher 
Executive Vice President 
Managing Editor 
Air Media Hasics Editor 
Film Editor 
Vrt Editor 

■ n-i •■■ is published weekh, with \ir Media Basic- as 
1 r- d is 2nd ( las- matt, r on 29 January 19)8 at the post 
Ui '< < p>rif;ht 19W. ^pon->r Publication*. Inc. 



ANNUAL AIR MEDIA BASICS 

Xorman R. Glenn 
Bernard I'latt 
Alfred J. Jafje 
U nller F. Scanlon 
IIcYu ard Ehrlich 
Maury Kurtz 

Section 2 in August, hy Spon-or Publication-, Inc. 
office of Baltimore. Md.. under the Act of 3 March 
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FOR 

pretty good batting average in anybody's league 

36 l sts outof 42 
daytime quarter hours 

in April Nielsen 
Monday thru Friday, 7:30 a.m. -6 p.m. 

. . . and May ARB confirms WJBK-TV's leadership with 
22% greater share of audience than Detroit's 
No. 2 station from sign-on to sign-off. 

STORER station 



WJBK-TV 



DETROIT 

CHANNEL 2 CBS 



NATIONAL, REPRESENTATIVES: THE KATZ AGENCY 
JCUST 1960 Z 



WHAT'S 
BEHIND 
THIS 
REMARKABLE 
GROWTH 
STORY? 



ABC Television has been growing rapidly. Next fall we will present our most ambitious schedule, with 
a program investment of well over $3,250,000 per week. This is an advertisers' vote of confidence in 
the accelerated progress of ABC Television. Significant indications of ABC's drive to leadership are: 



AUDIENCE GROWTH: In prime 

time, ABC today is in a dead heat 
>'ith one network and well ahead 
bf the other in the competitive 
(riarkets, according to Nielsen. In 
\iational evening circulation, ABC 
lias passed one network and is 
Josing the gap on the other. 
20ST EFFICIENCY: ABC's cost 
ber thousand homes per commer- 
:ial minute for 1959-60 was 83.15, 
pompared to Network Y's S3. 37 
;md Network Z's $3.99, delivering 
rom 7% to 26% more homes per 
;id dollar. This Nielsen data is for 
' he full season, October '59 through 
i April '60 . . . for the full week, 
1 jSunday through Saturday ... for 
[the full evening, 6 to 11 P.M. 

| PUBLIC SERVICE: ABC's mean- 
ngful breakthrough in the public 
service and educational fields is 
;videnced by Bell & Howell's 
sponsorship of 15 provocative, 
controversial special telecasts, and 
by their co-sponsorship of the 
weekly Winston Churchill series. 
Ralston, in sponsoring Expedition, 
returns for a fourth year of regu- 
larly scheduled educational pro- 
grams. Both advertisers are mak- 
ing key contributions to the 
vitality of ABC's expanded efforts 
in this area. 



SPORTS LEADERSHIP: Broaden- 
ing the spectrum of its program 
appeal, ABC Television has be- 
come the Number One network in 
variety and extent of sports cover- 
age. Sportscast's will include NCAA 
football, the new American Foot- 
ball League pro games, All-Star 
golf, major league baseball, and 
the only weekly boxing show. 

SPECIALS: Programs such as the 
Bing Crosby Specials, Peter and 
the Wolf, Maurice Chevalier's In- 
vitation to Paris, Elvis Presley and 
Frank Sinatra have enjoyed con- 
siderable success. They have, in 
fact, averaged a greater share of 
audience than any other network, 
according to the National Nielsen 
data for the 1959-1960 season. To 
maintain this leadership through 
the coming season, ABC will 
present specials featuring Bing 
Crosby, Debbie Reynolds, Victor 
Borge and John Wayne. Also sched- 
uled is a two-part presentation of 
the biblical tale, "David The Out- 
Law," produced in Israel and star- 
ring Jeff Chandler. 

EXPANDED DAYTIME: ABC 
audiences (12-4 P.M.) are up 72% 
this season over last, and are de- 
livered at television's best cost 
efficiency. On October 10, another 



daytime hour will be added, start- 
ing ABC's broadcast day at 11 
A.M. The new schedule will in- 
clude established favorites such as 
Queen For A Day, The Texan and 
an exciting new series, Road 
To Reality. 

ADVERTISER ACCEPTANCE-. 
An unmistakable trend is spelled 
out in the January-April gross time 
figures for 1960. ABC-TV's night- 
time billings are up 30% over the 
previous year. And ABC-TV is the 
only network with a daytime in- 
crease. 

In the dynamic TV medium, it is 
essential to look ahead. The momen- 
tum ABC has gathered has been 
translated into its program schedule. 
Embracing greater scope and depth 
than any ABC has yet offered, it in- 
corporates more power to inform and 
entertain. This lineup has been en- 
thusiastically received. There are 
only a few remaining availabilities, 
including some in the best vehicles. 
W ith the support of its advertisers, 
ABC-TV will continue to climb in 
1960-61. And all efforts— building 
audiences, developing broader base 
of programs, maintaining top cost 
efficiency— are aimed at one immedi- 
ateresult:toprovidemaximumservice 
to the public and to the advertiser. 



V 



For Members of Advertising Agencies and Advertisers, this 

summer project: Pulse invites all users of Pulse data, subscribers and non-subscribers 
alike, to participate in a rewarding project closing September 1. Just answer . . . 



HOW I USE PULSE DATA TO SOLVE A SPECIFIC PROBLEM. 



it 



A letter of around 400 words will do, no thesis! And a committee of experienced judges 
will pick the 20 best answers, announce who won what Oct. 1, as Pulse enters its 20th year 
of service: 



• Frank G. Boehm, Vice President 
Research-Promotion- Advertising 
Adam Young Companies 

• Daniel Denenholz, Vice President 
Research-Promotion 

The Katz Agency, Inc. 

• W. Ward Dorrell, Vice President 



Research director, John Blair & Co., 
Blair TV, Blair Television Associates 

Robert M. Hoffman, Director 
Marketing and Research 
Television Advertising Reps. 

Lawrence Webb, Managing Director, 
Station Representatives Ass'n, Inc. 



#1 

$500 Cash Award— Uncle Sam's own engravings for your spend-it-yourself use 

#2 H 

$349.95 Handsome RCA Console TV, the Chad wick, 21-inch, twin-speaker 
model 

#3 

$275 magnificent all-transistor Zenith portable ; supersensitive, 9 wave-bands 
And 17 Bulova Bantam Radios, the tiny $41.95 pocket-size, 

"jewelry-designed" gold and ebony model, only 3 1/4 x 2 14 x 1" in handsome gift 
case. Precision-crafted, 6 transistors, 6 oz., including mercury battery. Big set-volume — 
amazing! 

"Nothing to buy — no bOXtopS." Get your entry certificate and details now from 
Pulse, 730 Fifth Avenue. 




730 Fifth Ave. 
New York 19 
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HERE IS A comprehensive and 
complete guide, full of useful facts 
for the tv/radio buyer. Routine 
and sometimes complicated every- 
day buying details are interpreted 
and put into easy-to-use time sav- 
ing charts and graphs. The cov- 
erage of tv/radio signals can be 
estimated at a glance as well as 
cost of spot campaigns and expira- 
tion/renewal dates of schedules. 
Audience data together with ad- 
vertising expenditures and expla- 
nations of radio/tv research termi- 
nology contribute to making the 
agency timebuyer's life easier 
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TIMEBUYING J 

lZJ TIMEBUYING BASICS 



INDEX 

ADVERTISING EXPENDITURE BASICS 



What percent does nat'l/local get of all advertising page 13 

The top 100 national advertisers in all major media, starts on page 14 

COST BASICS 

How to figure the cost of a spot radio campaign; 150 markets page 16 

How to figure the cost of a spot tv campaign; 150 markets page 18 

TIMEBUYER'S TOOLS 

Temperatures by months of year in 74 markets, for spot users page 20 

How to figure renewal and expiration dates for ad campaigns page 21 

How to know what part of the U.S. is in darkness; by hours page 22 



COVERAGE BASICS 

The reach of good quality tv signals, vhf and uhf included page 24 

How power, frequency, and terrain affects radio signals page 26 

Where uhf stations are: a map shows their locations page 27 



RATINGS BASICS 



The difference between a rating and share of audience page 28 

Explanations of cume audiences, duplication, cost-per-1 ,000 page 30 

How to figure out accuracy of rating; statistical error table page 31 

How to know if two ratings are really different page 32 

How to understand Nielsen terminology; four examples presented., page 34 

Broad reach vs. high frequency; positioning of late nite spots page 36 

How to use group analysis research page 38 

ugust 1960 11 



r l FTY MILLION FRENCHMEN CAN'T BE WRONG TEXAS GUI 



"exas Gui nan's happy shout of "Hello, Sucker" to every customer who entered her restaurant — whether the 
enators, gangsters, or "Big Butter and Egg Men"from Iowa — endeared her to a generation. She made evaj 
ael at home in the Era of Wonderful Nonsense — and she made them feel at home as her customers. Tha 
'f Texas Guinan's salesmanship was in real entertainment and warm hospitality — the keynote of Balabaj 
iramming in every market. WIL specializes in creating the happy mood to buy in the big St. Louis market tH 
he power of dominant personalities and positive salesmanship. WIL is a powerful voice to sell your pr<| 
nd services in St. Louis, because WIL is, above all, a salesman. WIL is —first in Hooper, Nielsen and 



WIL ST LOUIS 



WIL St. Louis 
KBOX Dallas 



THE BALABAN STAT 

in tempo with 
John ?. Box, Jr., Managing 
WRIT Milwaukee Sold Nationally by Robert E.F 



4 * r ., t 
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ADVERTISING EXPENDITURE BASICS 

These are the advertising expenditure trends since World War II 



1 illlllllllllllllllllllllllllllllllllllllllllllllllllilllllllllllllllllllllllllllllllllllH 

National and local ad expenditures as a percent of disposable income 



Percent 




1946 47 48 49 50 51 52 53 54 55 56 57 58 59 



National tv and radio ad expenditures as a Local tv and radio ad expenditures as a 
share of all national ad expenditures share of all local ad expenditures 




1946 47 48 49 50 51 52 53 54 55 56 57 58 59 1946 47 48 49 50 51 52 53 54 55 56 57 58 59 

The advertising estimates above were prepared by McCann-Erickson, the charts by CBS' Department of Economic Analysis. Note § 
that these figures are percent and shares and not dollar figures. 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim n i iwb mini iiiiiiiiinii "mum 11 I mi i i 1 1 linn i 

tUGUST 1960 



■ -M 



I ' 111 
13 




ADVERTISING EXPENDITURE BASICS 



6 

s Here are the top 100 national advertisers for 1959 

1 llllllllllllll nlilN ' , mil llllllll ,, .,,r IIIIIIIIIIIIIIII1IHIIIIIIIIIII. u,l ,<W 4BHM^BMBHHaMMMMHMh 

Top spenders in all major media, ranked by total 



Total Net Tv Spot Tv Spot Radio Magazine Newspaper Outdoor 
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Ford Motor 
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Lever Brothers 
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Am. Home Products 
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Colgate-Palmolive Co. 
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Chrysler Corp. 
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R. J. Reynolds 
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Am. Tob. Co. 
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P. Lorillard Co. 
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Bristol-Myers 
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7 1AA GRn 


1 onn nnn 


/l CQ1 A R/l 


ono A QQ 

yuy,4oo 




1 
= 


14. 


Gen. Elec. Co. 


07 ono 001 
Z/.3UZ,33l 


c 1 n/i c 0/1 
b,ly4,bj4 


070 con 




1 0 007 OO /I 

13,237,334 


7,591,773 






15. 


Distillers Corp.-Seagrams 


OR /icq 107 
Zu,U0o, IZ# 


cno ocn 
3Uo,o 3u 






1 9 nm 0/17 

li,UUl t 04/ 


1 1 370. 7C0. 

11,0/0,/bo 


9 1 QQ 1 P.7 
Z, 103,10/ 


H 


16. Liggett <Sr Myers Tob. 


oc OQO 000 


1 1 CQ1 Crt7 
11,331, 0U/ 


9 QylQ CQn 

£,y4o,oyu 


0 enn nnn 


/l One 7CQ 

4,JU3,/3y 


0 oco enn 
J,ZbZ,bUy 


1 on a 07 

iyu t 4zv 




17. 


Philip Morris, Ine. 


00 0QE. 071* 
11,393,1/3 


Q CQC A7Q 


ji 007 o7n 


7 1 n nnn 
/iu t uuu 


9 QQ/l QQ1 

z t i5o4,yoi 


/1 qqq ccn 
4,yy8,3bU 


QCQ OQC 

oby.oob 




18. 


Sterling Drug 


OI COd ECE 


1 O Q7C /ICO 

12,y/3,4bo 


0 ccn 01 a 
o.bbU.yiU 


1 noc nnn 


0 Air cOO 


O m 7 C7A 

2,Ul/,3/U 






19. 


Kellogg Co. 


01 C/IC OOO 

Zl ,040,388 


7 A CA OC 1 

/,434,£bl 


c 000 enn 
3,yoo,bUU 




0 nno a cn 
£,yU2,4bU 


0 no7 oco 


1 07/1 on/i 
l t o/4,oU4 




20. 


Nat'l. Dairy Products 


OI COC EOl 

Zl,5sb,3Zi 


C OQC 077 


1 A A c oon 
l,443,yoU 




c /!/i n Q7n 
b,44U,y/U 


C C/1C QQ/1 

b,343,oy4 


7cq onn 


I 


21. 


Brown <Sr Williamson 


01 Q7Q 
Zl, 300, 0/0 


Q CQ9 QCO 

o,3yz,y3J 


o 9C9 c/in 
y,Zoz,b4U 




1 C9Q f\AQ 


0 nco occ 
Z,Ubo,o3b 


9C QQ1 

Z3,ool 


1 


22. 


Gillette Co. 


on 077 no 
ZU,Z//,l/o 


1 O C /IO 17 A 

lJ,b4£,l/4 


O 7/i c ocn 


1 nco enn 


qco cm 
o3Z,bUl 


1 Q77 CCO 

i,y//,33J 






23. 


Campbell Soup Co. 


1 0 noo 7co 


/I 7CC C7C 

4 t /bb,b/3 


/i no ncn 
4y^,UbU 


1 /inn nnn 
1,4UU,UUU 


7 0 nn 7/1 c 
/,3Uy,/43 


a nnc on 7 
4,yUb,2U/ 


1 co ncc 
l3o r Ubb 




24. 


Miles Labs. 


10/1 00 a no 
lo,43Z,4Uo 


7 /i on c 1 c 
/,4zU,313 


7 Q^n oon 


1 1 nn nnn 
1,1UU,UUU 


aaa ono 


1 coc Qcn 
l,bob,obU 






23. 


Adell Chem. Co. 


1 O OOO OO A 




101 00 non 






ocn on/i 






26. 


Warner-Lambert 


17 7Q/I /I EO 
1 /,/o4,43Sl 


9 0C9 7Q/l 

Z,JbZ,/y4 


1 n con c9n 
!U,byu t biU 




9 Q1 0 CQ1 

z,yio,boi 


1 Q1 7 OC/1 

l,ol/,Jb4 






27. 


Standard Brands 


1 7 C70 000 


c 9 c/i cm 
b,Z34,blU 


4,lo3,U4U 


1 nnn nnn 
1,UUU,UUU 


9 09C QCC 

Z,oZ3,yb3 


O OQQ 01C 


/17c /IC9 

4/3 t 4bZ 


I 


28. 


Continental Baking 


ic n 1 o 011 
1 0,013,272 


776,135 


1 n one /1 on 
lU,8Ub r 4oU 


1 01c nnn 
l,21b,UU0 


86,500 


0 ono 7nc 

2,208,705 


non /ico 

920,452 




29. 


Pillsbury Co. 


15,586,318 


/1 OOO C 1 /1 

4,222,514 


0 7 1 0 non 
2,712,080 




O O /I C OC7 

3,346,367 


c one oc7 

5,305,357 






30. 


Corn Prods. Refill. 


1 c cno oon 
13,3Uz,9zU 


/I COI CQ7 
4, 321,03/ 


a ooc 1 on 

4 t zzb,iyu 


onn nnn 


/1 noc ooq 


1 /1 co m c 
1,433,1115 


/1 no 70Q 

4uy,/£y 




31. 


Nat'l. Distillers 


1 C /l fl/1 c 00 

15,494,682 








r A AT ~TA O 

5,44/, /43 


0 ncn 07c 
8,Uby,3/b 


1 n77 CCO 

l,y//,Db3 




32. 


Anheuser-Buseh 


1 /I 7E1 OH 


O/IO /1 07 

o4o,4Z/ 


0 c/io n7n 
o,b4y,U/U 


0 coo nnn 


1 oco nm 


1 07/1 010 
1,0/4,210 


a a cc 1 nc 
4,45b, 1U5 




33. 


Nat'l. Biscuit Co. 


14,237,719 


7,599,142 


2,130,880 




2,006,974 


2,500,723 






34. 


Quaker Oats Co. 


13,155,697 


2,810,056 


1,859,690 


800,000 


3,488,515 


4,060,609 


136,827 




35. 


E. I. DuPont de Nemours 


13,053,443 


4,684,494 


481,250 




5,784,624 


1,806,412 






36. 


Eastman Kodak Co. 


12,809,339 


5,660,265 


107,470 




5,076,212 


1,965,392 






37. 


Am. Motors Corp. 


12,421,759 




1,153,770 


435 r 000 


2,325,556 


8,507,433 






38. 


Borden Co. 


11,902,475 


1,626,436 


2,824,470 


900,000 


1,576,159 


3,799,166 


1,176,246 




39. 


Coca-Cola Co. 


11,783,721 


375,180 


3,567,960 




4,264,663 


1,197,957 


2,377,961 




40. 


Pharmaceuticals, lne. 


11,418,389 


10,658,987 


418,050 




16,900 


324,452 






41. 


Revlon 


11,335,918 


4,216,914 


3,284 r 050 




2,706,765 


1,074,990 


53,199 




42. 


Schenley Indus. 


11,069,364 


136,379 


28,210 




3,354,945 


7,549,830 






43. 


Shell Oil 


11,047,121 


112,185 


2,451,710 


1,500,000 


1,134,557 


2,566,606 


3,282,063 




44. 


Texaco, Inc. 


11,037,216 


6,198,830 


649,380 


1,870,000 


1,523,033 


580,640 


245,333 




45. 


Am. Tele. <Sr Tele. 


10,800,110 


1,406,190 






9,165,468 


228,452 






46. 


Goodyear Tire 


10,688,210 


1,559,205 


74 r 980 




5,846,356 


3,207,669 






47. 


Joseph Sehlitz Brew. 


10,171,781 


1,410,407 


1,850,150 


2,710,000 


1,991,886 


295,724 


1,913,614 




18. 


Westinghouse Elec. 


9,837,920 


5,166,205 


42,750 




2.416,706 


2,212,259 






49. 


Ralston-Purina 


9,783,045 


4,414,520 


1,808,340 


1352,000 


708,019 


860,445 


639,721 




50. 


Armour «Sr Co. 


9,714,387 


4,599,368 


1,291,160 




2,279,209 


1,544,650 





.Source: Leading National Advertisers; Television Bureau of Advertising; lUdlo Advertising Bureau; Bureau of Advertising; Outdoor Advertising, Inc. In some 
instances figure* Include both parent company and distributor expenditures. 
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ADVERTISING EXPENDITURE BASICS 



[ere are the top 100 national advertisers for 1959 (Continued from preceding page) 

inn! 'iiiiiiiiniimiimiimiiiiiiiiiiiiiiiiiiiiiimiiiit Minimi liiiiiiiuiiiiiliniiiiiiiiiiiiiiiliiiiiiiiiiliiiiiiiiliiiim 





Total 


Net Tv 


Spot Tv 


Spot Radio 


Magazine 


Newspaper 


Outdoor 


= 


51. Carters Prods., Inc. 


9,327,964 


5,468,065 


3,474,300 




189,603 


195,996 






32. R.C.A. 


9,295,220 


3,841,386 


125,880 




3.579.245 


1,748,709 




= 


S3. S. C. Johnson & Son 


9,258,531 


7,125,705 


1,098,880 




762,449 


271,447 






54. E*so Standard Oil (N. J.) 


9,251,961 


839,069 


2,198,650 


1,200,000 


1,330,729 


2,175,411 


1,508,102 


= 


55. Studebaker-Packard 


9,190,586 


568,524 


80,210 


750,000 


2,719,774 


3,743,778 


1,328,300 


n 


56. Firestone Tire & Rub. Co. 


9,144,539 


2,108,612 




1,100,000 


3,981,572 


1,954,355 




n 


57. Standard Oil (Ind.) 


9,121,958 


424,573 


1,767,900 


610,000 


169,670 


3,252,097 


2.897,718 


n 


38. Swift & Co. 


8,739,826 


2,301,794 


827,170 




2,381,278 


2,919,317 


310,267 




59. Peps!-Cola Co. 


8,683,356 




2,984,590 




1,519,925 


3,222,211 


956,630 


== 


60. Carnation Co. 


8,479,524 


2,640,848 


584,590 




1,929,693 


2,987,661 


336,732 


= 


61. Chesebrough-Ponds 


8,300,016 


2,271,639 


1,419,880 


1,670.000 


2,224,397 


714,100 




= 


62. H. Walker-Gooderham, W. 


8,274,825 








4,243,150 


3,445,156 


586,519 


= 


63. Scott Paper Co. 


8,182,055 


4,100,596 


1,011,750 




2,454,769 


419,165 


195.775 




64. Johnson & Johnson 


7,089,779 


3,001,115 


168,800 




3,773,215 


1,111,384 


35,265 


= 


65. Wm. Wrigley Jr. Co. 


7,794,626 




2,749,420 


500,000 


712,744 


1,444,073 


2,388,389 


iH 


66. Aluminum Co. of Am. 


7,593,179 


3,912,921 


625,730 




1.843,400 


1,211,128 




n 


67. Nestle Co. 


7,382,299 


1.980,761 


2,581.390 


590,000 


921,132 


1,309,016 




n 


68. Int'l. Latex Corp. 


7,381,340 




7.381,340 












69. Beech-Nut Life Savers 


7,163,027 


4,829,370 


636,840 




637,410 


1,049,407 




s 


70. H. J. Heinz 


7,144,510 


2,847,490 


28,040 




1,425,265 


2,843,715 




n 


71. Bayuk Cigars 


6,900,421 


5,962,772 


162,910 




594.270 


180,469 




n 


72. Alberto-Culver 


6,675,537 


5,140,407 


1,535,130 










I 


73. U. S. Steel Corp. 


6,525,651 


3,225,820 


48,660 




2,233,065 


927,458 


90,648 


= 


74. Kimberly-Clark 


6,502,330 


3.291.632 






2,341,413 


814,949 


54,336 


■ 


75. Helene Curtis Ind's. 


6,478,843 


1,733,022 


1,787,350 




1,083,817 


1,874,654 




■ 


76. Eastern Air Lines 


6,041,216 




246,360 


1,500,000 




4,294,856 




■ 


77. Vick Chemical 


5,956,303 


1,272,741 


3,115,200 




1,155,260 


413,102 




= 


78. Am. Chicle 


5,828,120 


3,331,580 


2,496,540 












79. Prudential Ins. 


5,793,119 


3,776,169 






103,510 


1,913,440 






80. Drug Res. Corp. 


5,736,269 


2,453,349 


2,742,900 




124,825 


415,195 




n 


81. Socony Mobil Oil Co., Inc. 


5,538,033 


1,139,832 


572,490 




836,750 


2,850,711 


138,250 




82. Am. Airlines 


5,426,541 




101,670 


1,311,000 


542,891 


3,302,266 


168,714 


1= 


83. Texize 


5,408,460 




5,360,900 






47,560 




1 


84. Florida Citrus Comm. 


5,328,066 


1,022,992 






1,852,309 


2,452,765 






85. Armstrong Cork Co. 


5,323,875 


2,998,265 






2,117,760 


207,850 






86. 7 Up Co. 


5,285,488 


1,419,930 


507,770 




2,146,783 


401,971 


809,034 




87. J. A. Folger & Co. 


5,230,338 




3,722,440 


735,000 




532,509 


240,389 




88. Trans World Air. 


5,195,105 




21,500 


925,000 




3,635,011 


613,594 




89. Plough, Inc. 


5,143,958 




1,405,460 


1,420,000 


855,895 


1,263,772 


198,831 




90. Gulf Oil Corp. 


5,112,267 


1,492,450 


823,010 


415,000 


1,198,500 


478,319 


704,988 




91. Hunt Fds. & Indus. 


5,100,743 




52,850 




4,499.440 


548,453 






92. Brown Forman Distill. 


5,065,421 








2,065,686 


2,268,221 


731,514 




93. Sinclair Refin. & Oil 


5,030,066 


127,050 


230,060 


2,500,000 


582,521 


1,025,169 


564,266 




94. Sperry Rand Corp. 


5,005,524 


2,427,951 






2,031,716 


545,857 






95. Atlantis Sales Corp. 


4,982,013 


1,255,175 


1,403,850 




1,766,940 


556,048 






96. B. F. Goodrich Co. 


4,975,461 


495,160 


78,870 




2,182,857 


1,758,200 


460,374 




97. Heublein Inc., G. F. & Bros. 


4,913,827 




1,273,310 




1,792,126 


1,716,558 


131,833 




98. Andrew Jergens Co. 


4,821,435 




2,923,670 




1,258,669 


639,096 






99. Pan American Air. 


4,733,956 




523,600 




1,694,911 


2,488,295 


27,150 




100. Pabst Brewing 


4,714,776 




2,710,170 






694,618, 


634,988 





I 
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COST BASICS 



How to figure the cost of a spot radio campaign 

llllllllllllIllllllllllilIKU 



iiiiiiiiiiiiiiiiiiDiiiiiiiiiii! mini iiiiuiiiiiiiiiiiiiiiiiiiPiiisiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiii i 

A. Cost per minute announcement for spot radio campaigns in 150 markets or less 

(Based on a weekday schedule of 12 one-minute announcements per week for 13 weeks) 

Early morning- One-time rate 

No. of markets late afternoon Daytime Evening Daytime 



Illlllllllllll III 


1st 10 markets 


t 717.31 


$ 602.68 


i 


i 524.68 


$ 851.00 


1 


1st 20 markets 


1,112.26 


947.50 




864.50 


1,297.50 




1st 30 markets 


1,480.07 


1,265.63 




1,125.09 


1,725.50 




1st 40 markets 


1,725.70 


1,475.13 




1,255.09 


2,017.25 


1 


1st 50 markets 


1,970.40 


1,689.83 




1,426.79 


2,292.25 


m 


1st 60 markets 


2,151.70 


1,838.78 




1,548.05 


9 dQl 9^ 


s 


1st TO markets 


2,295.83 


1,959.11 




1,648.88 






1st 80 markets 


2,443.33 


2,088.41 




1,757.58 


2,831.25 


|§ 


1st 90 markets 


2,544.35 


2,178.78 




1,827.68 


2,957.45 


1 


1st 100 markets 


2,649.91 


2,279.69 




1,922.94 


3,093.65 




1st 110 markets 


2,746.19 


2,367.36 




1,994.24 


3,211.55 


| 


1st 120 markets 


2.839.30 


2,453.88 




2,059.01 


3,332.05 


1 


1st 130 markets 


2,926.33 


2,535.16 




2,138.54 


3,448.30 


| 


1st 140 markets 


3,009.58 


2,610.96 




2.181.84 


3,551.80 




1st 150 markets 


3,084.63 


2,674.46 




2,243.04 


3,649.30 


| 


B. How to calculate spot 


radio costs for campaigns of various lengths 








SPOT RADIO ESTIMATING FORMULA 








{Based on one-minute announcement rates — 100%= 


zone-time daytime rate) 










COST PER ANNOUNCEMENT 






One-time rate 


Daytime 
100% 




Early morning-late afternoon 
111% 


Evening 
85% 




12 anncts. per week 














13 weeks 


74% 




86% 


63% 




26 weeks 


70 




81 




59 




39 weeks 


69 




80 




59 




52 weeks 


67 




78 




57 




24 anncts. per week 














13 weeks 


63% 




75% 


53% 




26 weeks 


61 




72 




52 




39 weeks 


60 




71 




51 




52 weeks 


59 




69 




50 



■a M iiiiiiiiiiiiii mil ii wi imiiiiii iiiiiiiiuiii iiiiiiiiiiiiiiiii in iiiiiiiiiiiiiiiiiiiiiiiiini 

The dollar figures above were put together by the Katz Agency. 
Rates, from November 1959 SRDS, are based on the use of one 
station in each market. The market list is ranked in order of the 
largest daytime weekly circulation shown by NCS No. 2. Early 
morning-late afternoon column is the average of rates between 7 & 
9 a.m. and 4 & 6 p.m. Evening refers to the rate in effect for most 
hours between 6 and 11 p.m. and day time for between 9 & 4 p.m. 
Estimating formula shows percentage for calculating 12- and 24- 
announcement campaigns of various lengths compared with the 
one-time daytime rate (the right-hand column in the top chart). 



, minium flimii mil''':." "" mini : /iiiiiiiiiiiiii !'• 

In other words the one-time daytime rate is used as an index j 
100 and costs of other campaigns are shown in relation to 
Example: The top 10 markets cost S851 for 13 weeks of 12 of 
minute announcements per market. A 12-announcement wee* 
campaign at night for 52 weeks would cost 57% of that or $485.' 
These figures cover minute announcements only. Costs cover pi 
offered by stations except that run-of-schedule and "fixed 
pre-emptible" discounts are not counted in prime time (exc 
where they clearly apply to prime time). 
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CMAMNlt 



JACKS 



SSIPPI 
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Maximum Pawn 
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r ' l 

L TIMEBUYING J 

How to figure the cost of a spot tv campaign 



m , 



A. 



Cost per announcement for spot tv campaigns in 150 markets or less 



MARKETS 


NICHTTIME 
20 Sec. announce. 

1 Time 


DAYTIME 
1 Minute announcements 
1 Time || 12 Per week 


DAYTIME 
20 Second announcements 

1 Time | 12 Per week 


1 LATE NICHT 

1 1 Minute announcements 

| 1 Time | 12 Per week 


1st 10 Markets 


$ 8,790 


S 3,145 


S 1,723 


S 2,565 


8 1,408 


8 5,615 


$ 3,698 


1st 20 Markets 


12,530 


4,410 


2,474 


3,650 


2,053 


7,530 


4,998 


1st 30 Markets 


15,200 


5,525 


3,140 


4,613 


2,607 


8,935 


5,872 


1st 40 Markets 


17,630 


6,545 


3,849 


5,492 


3,192 


10,079 


6,696 


1st 50 Markets 


19,740 


7,372 


4,345 


6,177 


3,603 


10,999 


7,255 


1st 60 Markets ! 


21,555 


8,112 


4,775 


6,820 


3,981 


11,795 


7,789 


1st 70 Markets ■ 


23,305 


8,840 


5,212 


7,46? 


4,370 


12,554 


8,253 


1st 80 Markets 


24,570 


9,350 


5,522 


7,916 


4,645 


13,239 


8,648 




Din 


9,900 


5.955 


8,409 


5,003 


13,802 


9,060 


1st 100 Markets 


26,763 


10,360 


6,255 


8,811 


5,267 


14,290 


9,393 


1st 110 Markets 


27,808 


10,820 


6,592 


9,224 


5,566 


14,813 


9,762 


1st 120 Markets 


28,723 


11,246 


6,871 


9,613 


5,823 


15,269 


10,124 


1st 130 Markets 


29,430 


11,576 


7,072 


9,918 


6,007 


15,622 


10,340 


1st 140 Markets 


30,260 


11,948 


7,304 


10,275 


6,229 


16,035 


10,642 


1st 150 Markets 


31,086 


12,331 


7,588 


10,617 


6.484 


16,465 


10,951 



B. 



Part of a regular survey of spot tv 
costs by the Katz Agency, the dollar 
figures at top are based on one station FREQUENCY DISCOUNTS 
per market. Highest rates per market 
are used for the one-time figures along 
with the discount prices on the same 
station. Rates are per iSRDS, March, 
1960. To calculate costs for more than 
one announcement, two formulas are 
shown below the dollar figures. The 
frequency discount figures are based 
on total units used within a contract 
year, the weekly plan figures for units 
used within a week. Shown at bottom 
are ratios comparing daytime and late 
night announcements with nighttime 
announcements (index: 100) and com- 
paring 20- and 10-second announce- 
ments both night and day with min- 
utes (index: 100). 



Formulas for estimating spot tv budgets 



t3 Times 26 Times 52 Times 104 Times 156 Times 260 Times 



Nighttime (20 sec.) M>% 3 % 6% 


8% 


Wife 


11% 


Daytime (minutes) Vi% 4V4% 1191 


13% 






WEEKLY PLANS 

Average Discount from 1-Time 
1 Week 


Rate — Daytime 

13 Weeks 26 Weeks 


52 Weeks 


6 announcements per week 24Mi% 


267r 


28M>% 


?2% 


12 announcements per week 3 2 % 


43% 


4414% 


47% 




0. Announcement cost ratios 




Nighttime 


Daytime 


Nighttime: 100% Minute 




100% 


100% ■ 


Davtime: 32 20-se-onds 




91 


8' 


Late night : 40 10-seconds 




48 


44 



lit, 
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ID GETS. MERMAIDS AND ELEPHANTS P. T. BARNUM 

American legend in his own lifetime, Phineas Taylor Barnum styled himself "The Prince of Humbugs". His 
I rtising copy surpassed anything in the subsequent history of publicity in intensity and selling power. Here 
I a salesman of gigantic stature, who sold the world such exotic oddities as Tom Thumb, the Fiji Mermaid 
I Jumbo. Today, their very names are imbedded in the language we speak. Barnum was a showman 
I above all, Old P.T. was a salesman! Showmanship and effective selling keynote the Balaban policy. Origi- 
I programming and dominant personalities make KBOX a powerful voice to sell your products and services 
I maximum effect under the Big Top in Big D. KBOX is a showman — but above all, KBOX is a salesman! 



[BOX DALLAS 



wil THE BALABAN STATIONS 

St. Louis 

KBOX In tempo with the times 

^j^. John F. Box, Jr., Managing Director 

Milwaukee Sold Nationally by The Katz Agency Inc. 
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TIMEBUYER'S TOOLS 

How do U. S. temperatures vary by months of the year 
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Selling temperatures for spot tv/ radio advertisers 



Jan. 



Feb. 



Apr. 


May 


June 


July 


Aug. 


Sept. 


Oct. 


Nov. 


Dec. 


Ave. 


45 


57 


67 


71 


70 


62 


51 


39 


26 


47 


55 


63 


71 


74 


73 


68 


57 


47 


40 


56 


56 


64 


74 


78 


77 


69 


59 


45 


37 


57 


62 


70 


78 


80 


79 


74 


63 


52 


45 


62 


54 


65 


74 


78 


76 


70 


59 


48 


39 


57 


68 


74 


80 


82 


82 


78 


70 


59 


54 


68 


62 


70 


77 


80 


79 


75 


64 


52 


46 


62 


47 


58 


67 


72 


72 


64 


55 


44 


33 


51 


44 


55 


65 


71 


69 


62 


51 


40 


29 


47 


66 


73 


80 


82 


81 


78 


68 


59 


52 


67 


55 


64 


72 


75 


74 


69 


57 


46 


38 


56 


48 


59 


69 


75 


73 


66 


54 


40 


28 


50 


59 


70 


77 


80 


80 


70 


63 


50 


53 


62 


54 


64 


73 


77 


75 


69 


57 


45 


35 


55 


47 


59 


69 


74 


72 


66 


54 


42 


31 


51 


64 


72 


79 


81 


80 


76 


65 


55 


48 


64 


50 


61 


71 


74 


72 


66 


54 


42 


32 


52 


71 


77 


81 


'83 


83 


80 


74 


64 


58 


71 


51 


62 


72 


77 


75 


67 


55 


40 


28 


51 


48 


56 


66 


73 


71 


63 


52 


39 


32 


50 


50 


61 


71 


76 


74 


66 


54 


38 


26 


50 


46 


58 


68 


73 


71 


64 


53 


40 


29 


49 


38 


49 


59 


66 


65 


56 


45 


29 


15 


39 


42 


55 


65 


71 


69 


59 


46 


28 


13 


41 


66 


73 


81 


85 


85 


78 


68 


56 


48 


66 


45 


56 


67 


71 


70 


62 


50 


38 


27 


47 


52 


63 


70 


74 


72 


67 


55 


44 


35 


54 


73 


75 


77 


78 


78 


78 


77 


75 


73 


75 


70 


76 


82 


84 


84 


80 


73 


62 


56 


70 


53 


64 


74 


78 


76 


69 


58 


44 


33 


55 


69 


75 


80 


82 


82 


79 


71 


63 


58 


70 


56 


66 


75 


81 


79 


71 


60 


44 


34 


56 


45' 


56 


67 


71 


69 


62 


50 


38 


27 


47 


63 


70 


78 


82 


81 


75 


64 


52 


44 


62 


62 


65 


68 


73 


73 


71 


67 


62 


57 


64 


56 


65 


74 


78 


76 


70 


59 


46 


37 


56 


58 


73 


80 


80 


78 


74 


64 


45 


44 


61 


46 


58 


67 


73 


71 


62 


50 


35 


23 


47 


62 


70 


78 


81 


80 


74 


64 


51 


43 


62 


74 


77 


80 


82 


82 


81 


78 


72 


69 


75 


45 


55 


65 


72 


71 


64 


53 


38 


27 


48 


46 


58 


68 


74 


72 


62 


50 


33 


19 


46 


67 


77 


79 


82 


83 


77 


71 


59 


60 


69 


60 


68 


77 


80 


79 


73 


62 


49 


42 


60 


70 


76 


82 


83 


83 


80 


73 


62 


57 


70 


50 


61 


70 


75 


73 


67 


57 


46 


36 


53 


56 


66 


75 


77 


76 


72 


61 


51 


43 


59 


61 


69 


78 


83 


82 


75 


64 


50 


41 


61 


52 


63 


73 


78 


76 


67 


56 


39 


27 


52 


51 


61 


71 


76 


74 


66 


55 


40 


29 


51 


53 


64 


73 


77 


75 


69 


58 


48 


37 


56 


67 


76 


84 


90 


88 


83 


71 


58 


52 


69 


49 


60 


69 


72 


70 


65 


53 


41 


31 


51 


42 


52 


62 


68 


66 


59 


48 


37 


25 


44 


54 


59 


64 


69 


68 


64 


56 


47 


42 


55 


46 


57 


66 


71 


69 


63 


53 


43 


32 


49 


58 


67 


76 


78 


77 


73 


61 


50 


42 


60 


56 


66 


74 


78 


76 


70 


59 


48 


40 


58 


56 


65 


73 


76 


74 


69 


58 


47 


39 


57 


45 


56 


67 


71 


69 


62 


51 


40 


28 


48 


59 


65 


71 


75 


74 


71 


64 


54 


47 


61 


56 


66 


76 


81 


79 


71 


61 


46 


36 


57 


51 


60 


69 


78 


76 


66 


55 


41 


33 


53 


69 


76 


82 


84 


84 


79 


71 


60 


53 


69 


60 


63 


66 


69 


70 


69 


65 


61 


57 


62 


56 


57 


59 


59 


59 


62 


61 


57 


52 


57 


52 


57 


62 


66 


65 


61 


54 


47 


43 


53 


67 


74 


81 


84 


84 


78 


68 


55 


49 


66 


46 


55 


61 


70 


68 


52 


49 


36 


21 


47 


46 


58 


68 


72 


70 


63 


52 


41 


29 


49 


72 


76 


80 


82 


82 


80 


75 


67 


63 


72 


61 


68 


78 


82 


82 


74 


63 


50 


41 


61 


55 


65 


74 


78 


76 


70 


58 


48 


38 


57 


56 


65 


75 


81 


80 


72 


60 


45 


35 


57 
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Albany 22 

Asheville-Green.-Spart. . 39 

Amarillo _ 35 

Atlanta .._ 45 

Baltimore - 37 

Beaumont-Port Arthur 53 

Birmingham _ 45 

Boston _ 29 

Buffalo _ 25 

Charleston, S. C __ 5 1 

Charleston-Huntington, W. Va. _ 36 

Chicago _ 25 

Charlotte, N. C. _ 40 

Cincinnati _ _ 33 

Cleveland _ 28 

Columbia, S. C 48 

Columbus 30 

Corpus Christi _ ____ 56 

Davenport _ 24 

Denver _ 29 

Des Moines 22 

Detroit . _ 26 

Duluth-Superior 10 

Fargo 7 

Ft. Worth Dallas ... 45 

Grand Rapids-Kal _ 23 

Harrisonburg 33 

Honolulu _ _ — 72 

Houston _ 54 

Indianapolis - 3 1 

Jacksonville, Fla 57 

Kansas City _ 30 

Lansing _ 24 

Little Rock — 42 

Los Angeles 55 

Louisville _ _ 35 

Lubbock 41 

Madison, Wis 19 

Memphis 42 

Miami — 68 

Milwaukee 23 

Minneapolis _ '5 

Mobile 49 

Nashville - 40 

New Orleans 56 

New York City 33 

Norfolk 42 

Oklahoma City 38 

Omaha 23 

Peoria 25 

Philadelphia 35 

Phoenix 50 

Pittsburgh 29 

Portland, Me. 21 

Portland, Ore _ 40 

Providence 29 

Raleigh-Durham 41 

Richmond, Va 38 

__ 38 

25 

45 

33 

29 

51 

_ 55 

50 

_ 41 

_ 48 

. . 25 

. _ 26 

62 

. 37 

36 

32 



Roanoke 

Rochester 

Sacramento 

St. Louis 

Salt Lake City ... 
San Antonio 
San Diego 
San Francisco 

Seattle 

Shreveport 

Spokane 

Syracuse 

Tampa 

Tulsa 

Washington, D. C. .. 

Wichita 

Sourc*: Peteri. Grlflln, Woodw»rd, Inc. 
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23 

41 

40 

47 

37 

56 

48 

29 

25 

53 

38 

27 

48 

35 

29 

49 

31 

59 

28 

32 

26 

27 

13 

II 

50 

24 

35 

72 

58 

33 

59 

35 

24 

46 

56 

37 

39 

22 

44 

69 

25 

18 

59 

42 

58 

33 

42 

42 

27 

28 

35 

54 

30 

21 

44 

29 

43 

40 

39 

24 

51 

37 

34 

55 

56 

53 

44 

52 

30 

25 

63 

42 

37 

37 



33 
47 
46 
53 
45 
60 
54 
38 
33 
58 
45 
37 
51 
43 
37 
56 
40 
64 
38 
38 
37 
35 
25 
25 
56 
32 
43 
72 
63 
42 
63 
44 
33 
53 
59 
46 
52 
33 
52 
71 
34 
31 
60 
50 
63 
41 
49 
50 
38 
38 
44 
60 
39 
32 
48 
37 
50 
48 
46 
33 
55 
45 
42 
61 
58 
55 
47 
58 
38 
34 
66 
50 
46 
45 



TIMEBUYER'S TOOLS 
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TIMEBUYING J 

flow to figure expiration and renewal dates fast 
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CALENDAR FOR RAPID CALCULATION OF EXPIRATIONS, RENEWALS 



1 — 




To calculate expiration date : Under starting date, use the day of the broadcast that ends the first week's cycle of your g 

schedule. The date of final broadcast will be the same day of the week, on the same horizontal line under 13, 26, 39 or 52 weeks g 

To calculate renewal date : Under starting date, use the day of the broadcast that begins the second week's cycle of your g 

schedule. The renewal date will be the same day of the week, on the same horizontal line under either 13, 26, 39 or 52 weeks J 

The above calendar is published courtesy of The Katz Agency, Inc., New York City | 



HillllllllllllillllllliiilillllllllllllillllllllllllllllH 1 1 MilliNllllll . : I 



iiiiuiiiiioi inn 



ugust 1960 
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Hi 

I TIMEBUYINGj TIMEBUYER'S tools 

How network show buyers can figure out what part of the U. S. 
is in darkness (or not in darkness) when their program is aired 



^BiKninniinnninitQiiaminiDiinnum]!iiiQ»^ . nuiiKinuiininiiiiiiiiiiiniiJ nmuiiisiniiiimmiuj^iKii jhif m . 



Sunset lines by months of the year 

DECEMBER r\ f>r-~-~_ APRIL O AUGUST 





JANUARY 6- NOVEMBER 








These NBC maps show what part of the country is 
in darkness at the start of and during your network pro- 
gram for each month of the year, based on New York 
Standard Time. For example: If your program starts 
at 8 p.m., N.Y.T., in April all stations to the east of the 
8 p.m. line are in darkness. As the program progresses 
the sunset line moves westward. During Daylight Saving 
Time use the 7 p.m. line for your 8 o'clock program 
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NEW Look! NEW Picture Quality! NEW 4Va inch I.O. 
. . . the First All-New TV Studio Camera in 8 Years ! 



RCA's new monochrome television camera Type TK-12 is new in every sense of the word 
. . . including startling new improvements in picture quality, significant new savings in 
operating costs and manpower, new features that help you sell ! 

4 '/a INCH IMAGE ORTHICON. This new camera uses a larger image orthicon picture 
tube — 43^ inches in diameter. The 50 per cent greater tube size makes it possible to obtain 
far better picture detail than has been possible before. 

FUNCTIONAL STYLING. A "new look" to identify this camera with the "new 
picture" has been given the TK-12, in the form of a distinguishing keystone shape. 
Functional in advantage, too, it provides space for an 8% i ncn view finder instead of 
the usual 5 or 7 inch. 

NEW SAVINGS IN OPERATION. High stability and reliability coupled with a 
brand new control concept, permit a single video operator to handle as many as six cameras. 
For the normal run he need be concerned with only two operating controls per camera. 

ONE MINUTE WARM-UP. Camera set-up is the easiest ever! Turn it on and in one 
minute the picture is there. Quality pictures "snap in" each time you turn on camera. 

THE BEST PICTURE IN TOWN! The extremely sharp picture, the beautiful rendition 
of gray scale and freedom from halo effect make this camera ideal for both "live" broadcast 
and TV tape recording. 




Ask your RCA Representative for complete 
information. Or write to RCA, Broadcast 
and Television Equipment Division, Dept. 
VB-22, Building 15-1, Camden, X.J. 




The Most Trusted Name in Electronics 

RADIO CORPORATION OF AMERICA 



TIMEBUYING J 

^-J COVERAGE BASICS 



The estimated distances covered by good quality tv signals 

pun mi niMiiiii ii 1111111111 ii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiii iiiiiiii in illinium minim i lining 

1 How vhf coverages compares with uhf 




LOW HIGH LOW HIGH 

VHP VHF UHF UHF 



Using material from Television Allocations Study Organization (TASO), 
AMST chart shows that low-band vhf stations get out twice as far as high-band 
uhf outlets and cover, in terms of square miles, about five times as much territory 

I 

IriiiiHiiiiiiiiiiiiiiiiiiiiiiiii iiniiiin iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 
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for complete radio 
and tv coverage facts 

NCS '61 will separately report all 
U. S. counties including some 20 city 
areas in Alaska and Hawaii. NCS '61 
will provide basic broadcast media 
data, coordinated with 1960 U. S. 
Census data and capable of being com- 
bined to meet any media or marketing 
requirement. 

Since 1952, Nielsen Coverage Service 
has had industry-wide acceptance as 
the authentic and detailed source of 
tv and radio media-market information 
. . . county-by-county. Now NCS '61 
is being readied by a permanent staff 
of coverage specialists and expert tech- 
nicians in time for tie-in with the 1960 
U. S. Census. 

NCS, produced with proven tech- 
niques for maximum usefulness, is the 
only service providing authoritative 
coverage facts in complete county-by- 
county detail on: 

SET OWNERSHIP 

Total homes . . . tv homes . . . radio homes 
(from the 1960 U. S. Census of Population) 

STATION CIRCULATION (daily, weekly, day* 
time, nighttime) 

Each tv station . . . VHF or UHF 

(including direct or wire-line service) 

Each radio station . . . AM or FM 
(including out-of-home listening) 

Total radio use, county 
by county 

FOR ALL THE FACTS 

Send for complete information on NCS 
'61 and find out how you can take advan- 
tage of substantial "multi-media" and 
"prompt purchase" discounts. 



call . 



. WIRE . 



, OR WRITE TODAY 



llielsen Coverage Service 

a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois • HOIIycourt 5-4400 



IcusT i960 



CHICAGO 1, ILLINOIS 
360 N. Michigan Ave., FRanklin 2-3310 

NEW YORK 22, NEW YORK 
575 Lexington Ave., MUrray Mill S-1020 

MENLO PARK, CALIFORNIA 
70 Willow Road, DAvenport 5-0021 



25 



HI 

I TIMEBUYING J COVERAGE BASICS 
The reach of radio station signals (during the day) 

iPiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiM ^iiiiiiiniiiiiniiiiiiiniiiiiiiiiM torn J 

Radio station coverage in miles by power, frequency and ground conductivity 

(0.5 millivolt contour only) 





1500 


Kilocycles 
1000 


550 


1500 


Kilocycles 
1000 


550 


Ground 
conductivity 


250 watts 


500 watts 


Very poor 


7 miles 


10 miles 


20 miles 


9 miles 


12 miles 


23 miles 


Fair 


18 


27 


52 


20 


32 


62 


Excellent 


43 


63 


99 


50 


77 


122 




1,000 watts 


5,000 watts 


Very poor 


9 


14 


27 


1 14 


22 


40 


Fair 


24 


38 


73 


37 


58 


111 


Excellent 


60 


92 


143 


90 


140 


225 




10,000 watts 


50,000 watts 


Very poor 


19 


28 


51 


27 


40 


75 


Fair 


46 


72 


138 


68 


103 


190 


Excellent 


112 


170 


270 


150 


220 


340 



Ground conductivity of radio station signals 




How to read the numbers in the map above: 

0.5-2 means very poor ground conductivity 
4 means poor ground conductivity 



8 means fair ground conductivity 
1 5 means good ground conductivity 
30 means excellent ground conductivity 



The reach of radio signals is determined primarily by power, position on the dial and ground conductivity. More power 
means greater reach. Lower frequencies mean more reach than higher frequencies. Some types of land, particularly 
flat, moist prairie land, help signals get more reach than other types of land. The 0.5 millivolt contour is the practical 
limit to usable daytime reception, though, under certain circumstances, a 0.1 millivolt contour can be used as the "outer 
ring" of signal coverage. With 30 meaning excellent ground conductivity, sea water conductivity is estimated at 5,000. 



m m iiiiiiiiiiiiniiiiiiiii mi 11 
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COVERAGE BASICS 



Uhf stations are concentrated in the northeastern U. S. 

iiiiiiiiiiiiiiiDiiiiiin/iiiiiiiiiiiiiM 




£1111111 



(W. 



m 



This map was prepared for the Association of Maximum Service Telecasters by A. D. Ring & Associates, consulting radio 
engineers. "Critical distance" is denned as the average distance out to which "service of consistently good quality" may be 
expected. This distance is in accordance with the findings of the Tv Allocations Study Organization, video industry group 

AUGUST 1960 
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TIMEBUYING 



RATINGS BASICS 

The difference between a rating and a share of audience 



A. How to compute share of audience 



PROGRAM HOMES 
USING TV 

60.0 



NIELSEN 
AVERAGE AUOIENCE 
TO PROGRAM 



SHARE 
OF AUOIENCE 

100,0 





2ao 













i 



B. How to use share to evaluate programs 



TREND OF 
NIELSEN TOTAL AUOIENCE RATING 

JANUARY 



JUNE 



N.ft.% 23.2 




TREND OF 
AUOIENCE SHARE 

JANUARY JUNE 



SHARE X 31.2 





i'hare of audience is necessary to evaluate program performance during summer and seasonal changes. The Lone 
Ranger Show (formerly ABC TV, Thursday 7:30-8 p.m.), as indicated above, although suffering a severe rating 
decline during June, maintained a high share. 



Source' A. C. Nielsen Co. 



BIHWUMUHIi 
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WARRIOR WHO STRETCHED THE WORLD 

JULIUS CAESAR Iff Roman civilization reached to the farthest 

marches of Ultima Gaul on the heels of Caesar's legions • . . and in the meeting of Northern vigor 
with the Mediterranean mind, Western Culture was born to grow and flourish over half the world. 
Caesar the Soldier extended his world by conquest . . . then gave it new meaning in the pages of his 
history. Caesar the Salesman laid the foundations of the New World. Caesar was a Soldier, but 
above all, a Salesman. KBOX is extending the Balaban policy of creative and original programming, 
aggressive merchandising and forceful selling into new markets — capturing new minds for Balaban 
advertisers. KBOX is a Dallas pioneer in new market development, but above all, KBOX is a Salesman. 



KBOX 



Buy RADIO when you buy 
media Buy BALABAN when 
you buy radio Buy KBOX 
when you buy Dallas and you 
BUY the people who BUY 



WIL THE BALABAN STATIONS 

bt. Louis t . • . 

KBOX In tempo with the times 

WRIT John F. Box, Jr., Managing Director 

Milwaukee Sold Nationally bv The Katz Agency, Inc. 




RATINGS BASICS 



How to understand the cumulative audience concept 

1 ... 1 iiiil. ' >. ' .1 ninnim, , m ■< 



Illustration of four-week cumulative audience 



HiMlllllMlMLl 



This Nielsen chart shows an example of a 
program which reaches three out of 10 homes (30 
rating) each week for four weeks. A total of six 
out of 10 different homes tunes the show at one 
time or another during this period. Thus, the 
cumulative audience is 60%. Gross rating points 
(not the same thing) total 120 in this case (30 
rating times four). The number of times each 
home tunes during four weeks varies from one to 
three times but the average episodes comes to two 



aiiiiiMiiJiioiiiiiiiMiii 



:: 



X Homis RtQChtrf 
HOME A 

I 

C 
D 
E 
F 
6 
H 
I 
J 

) 



Wee* 
I 

30% 



Ti/tcffsts vsmttl 
ptr horn* reocfit* 



i 



1.0 



Wmk 

2 

30 



How to calculate cost-per-1,000 homes for a commercial 



3 

30 



1.0 
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4 

30 



CtifflulotlvT 

Audience 
4wKS. 

60 



2 

10 



2; 



No. times viewtd 
1 
I 
2 
J 
2 
3 
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Coiuputatiou of cost-per-1,000 commercial minutes for half-hour show 



Three figures are needed to calculate 
CPMHPCM: (1) cost of show and time, (2) 
homes viewing during average minute — which 
Nielsen calls average audience and (3) no. of 
commercial minutes per telecast. Note last three 
zeroes of homes total is dropped. This is to avoid 
dividing by 1,000 later on. First, multiply homes 
times no. of commercial minutes. This gives com- 
mercial minute impressions total, or home com- 
mercial minutes. Cost of show is divided by home 
commercial minutes total (minus three zeroes) 



PROGRAM OATA 



COST /W TELECAST . . .*60,000 



HOMES VIEWING DURING 

AVG MINUTE COOO). . . 8.000 



HQ COMMERCIAL 

MINUTES Kl TELECAST . . .3 



HOMES 
VIEWING 
OUCING 
(VEMK 
MINUTE 
(H00I 



8.000 



COMPUTATION 

WMEC0MML, 
MINUTES PER 
TELECAST 
1X00 1 

24.000- 



«3 = 



COST/ 1.000 
COMMERCIAL 
MIMES 



COST 

MINUTESCOOO) 

o» 
»60,000 
► 24.000 

on 
*2.50 



Duplication analyses: what they are 
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MCI 



Typical duplication analyses — total U.S. radio homes basis 



Duplication analyses are made by adver- 
tisers to find out how much overlapping in audi- 
ences he gets with two or more different media. 
Two kinds are shown in the Nielsen chart at 
right. Both represent audiences reached by one 
advertiser in each case. Left side of the chart 
shows client reaches 40.2% of U. S. radio homes 
with tv and 7.6% of radio homes with radio. Half 
of homes reached with radio are also reached by 
tv. The combined reach of both media comes to 
44.1%, which is an unduplicated homes total 



RA0I0 and TV 

TV RACMD COMBINED 
20rft John Oily 
Century Hfws 
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memo 41 Z 
mi *m) 



16 

□ 



141 



US 



TVfffilt/ 



M 5 .} " " « 

« i aw$t*inex or mrmptK mmnts /vtenAsa 



HETWORK and SPOT 

NETWORK SPOT COMBINED 
PROGRAMS* SCHEME 



32.0 



90 



19.1 



5.2 



404 



B.4 Spetct/y 



11.3 



Httwork cmiy 
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low to figure out the accuracy of a radio or tv rating 
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There, are a number of ways to quole odds on the accuracy of a rating 




Statistical error for tv and radio ratings (at 95% probability level) 

SAMPLE SIZE 



RATING 


100 


150 


200 


300 


400 


500 


800 


1,000 


2.000 


5,000 


10.000 




1 


2.0 


1.6 


1.4 


1.1 


1.0 


0.9 


0.7 


0.6 


0.4 


0.3 


0.2 




2 


2.8 


2.3 


2.0 


1.6 


1.4 


1.2 


1.0 


0.9 


0.6 


0.4 


0.3 




5 


4.3 


3.5 


3.0 


2.5 


2.2 


1.9 


1.5 


1.4 


0.9 


0.6 


0.4 




10 


6.0 


4.9 


4.2 


3.4 


2.9 


2.6 


2.1 


1.9 


1.3 


0.8 


0.6 




20 


7.9 


6.4 


5.6 


4.5 


3.9 


3.5 


2.7 


2.5 


1.8 


1.1 


0.8 




30 


9.0 


7.4 


6.4 


5.1 


4.5 


4.0 


3.1 


2.8 


2.0 


1.3 


0.9 




40 


9.6 


7.8 


6.8 


5.5 


4.7 


4,2 


3.4 


3.0 


2.2 


1.3 


0.9 




50 


9.8 


8.0 


7.0 


5.6 


4.9 


4.4 


3.4 


3.1 


2.2 


1.4 


1.0 





Sampliug homes to get a rating is something like shooting 
dice or playing horses. You can quote odds. Unlike dice or 
horse-racing, sampling (assuming its probability sampling) 
gives you a choice of odds. The lower the odds the greater 
the range of error you can figure on. The higher the odds the 
less the range of error — or range of confidence, as some peo- 
ple describe it. 

At the top of the page are three examples of quoting odds 
for a given rating, in this case, a 5. Take the "probable er- 
ror" or even money example. This says, "the chances are 
50-50 that if a sample of homes shows a rating of 5, a com- 
plete count of the homes would show the actual rating to be 
between 4.26 and 5.74 (plus or minus .74 rating points)." 
Most tv and radio researchers prefer tougher odds — specifical- 

BWMiuiiiiiiiiiiiiiiiiiiiiiih 'ill mini ir 

gust 1960 



ly the ''2 standard errors" or 21-to-l odds- -since they feel it 
reduces the chance element (the dark area on the right side 
of each box above) to a reasonable level. 

The table above shows the confidence range for the 21-to-l 
odds level. Each figure refers to a plus or minus the given 
rating. Note that this plus or minus differs according to rat- 
ing and sample size. (In the top chart, the confidence range 
is for a sample of 400.) A rating of 60 has the same range 
as a rating of 40; ratings of 70 and 30 also have identical 
figures, etc. The table, of course, cannot take into account 
errors due to poor sampling procedures, badly-designed ques- 
tionnaires, dishonest interviewers, reluctant respondents, etc. 
Top chart courtesy of the Katz Agency, table courtesy of John 
Blair and Co. 
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How to know 
if two ratings 
are really 
different 



Meaningful differences between two ratings . . . 
A. at the 95% probability level 



The charts at right, compliments of 
McDonald Research Ltd., are handy 
rating tools designed for estimating 
the difference, if any, between two 
ratings. Chart "A," at the 95% prob- 
ability level, simply means a given 
rating has a 95% or a 20-1 chance of 
falling within such-and-such a range. 
Applying the same rating to chart 
"B" which is 75% probability, cuts 
the odds down to 3-1. Hypothetically, 
let's take a program rating of 7.0 
compared to that of a 5.0, with a 
sample size of 200. Finding the lower 
of the two ratings at the extreme left 
hand column of chart "A" and sample 
size at top, both figures intersect at 
10.2. This means there is no signifi- 
cant difference between a 5.0 and 
10.2 rating and since 7.0 falls within 
this range, the two are basically the 
same. With chart "B," at the 75% 
probability level, the rating and 
sample size intersect at 7.8. Again no 
significant difference between 5.0 and 
7.0, however, the range is substan- 
tially smaller or as explained on the 
previous page, the gamble larger. If 
ratings and/or sample size are not 
exactly the same as those on charts, 
nearest figures may be substituted. 



WHERE THE 
LOWER 
PERCENTAGE IS 


100 


THE HIGHER PERCENTAGE MUST BE AT LEAST: 
SAMPLE SIZE 

200 300 


400 


1 


6.0 


4.0 


3.3 


2.9 


2 


8.0 


5.8 


4.9 


4.5 


3 


9.6 


7.3 


6.4 


5.9 


4 


11.3 


8.8 


7.8 


7.2 


5 


12.8 


10.2 


9.1 


8.5 


6 


14.3 


11.5 


10.4 


9.7 


7 


15.7 


12.8 


11.6 


11.0 


8 


17.1 


14.1 


12.9 


12.2 


9 


18.4 


15.4 


14.1 


13.4 


10 


19.8 


16.6 


15.3 


14.5 


13 


23.6 


20.3 


18.8 


18.0 


15 


26.1 


22.6 


21.1 


20.3 


20 


32.0 


28.4 


26.8 


25.8 


25 


37.7 


33.9 


32.2 


31.2 


30 


43.2 


39.3 


37.5 


36.5 


35 


48.5 


44.5 


42.8 


41.7 


40 


53.7 


49.7 


47.9 


46.9 


llllllllllllllllllllllllllllllllllllllllllllllll 


B. at the 75% probability level 
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WHERE THE 
LOWER 
PERCENTAGE IS 


100 


THE HIGHER PERCENTAGE MUST BE AT LEAST: 
SAMPLE SIZE 

200 300 


400 


1 


3.4 


2.5 


2.2 


2.0 


2 


5.0 


3.9 


3.5 


3.3 


3 


6.4 


5.3 


4.8 


4.5 


4 


7.8 


6.6 


6.0 


5.7 


5 


9.2 


7.8 


7.2 


6.9 


6 


10.4 


9.0 


8.4 


8.1 


7 


11.7 


10.2 


9.6 


9.2 


8 


13.0 


11.4 


10.7 


10.3 


9 


14.2 


12.6 


11.9 


11.5 


10 


15.4 


13.7 


13.0 


12.6 


13 


18.9 


17.1 


16.3 


15.9 


15 


21.2 


19.3 


18.5 


18.0 


20 


27.0 


24.8 


23.9 


23.5 


25 


32.3 


30.1 


29.2 


28.6 


30 


37.7 


35.4 


34.4 


33.8 


35 


42.9 


41.6 


39.5 


38.9 


40 


48.1 


45.7 


44.6 


44.0 
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ABOVE ALL. 



WGY 



PUSH 



YOUR PRODUCT 
BETTER 



J * 



WGY will push your product better in the 
rich market area it serves: Albany — Sche- 
nectady — Troy, plus Northeastern New York 
and Western New England. We can back 
this up with a file of sales success stories — 
for details, contact your local Henry I. Chris- 
tal man or call WGY, Schenectady, N. Y. 



982-10 



50,000 Watts • NBC Affiliate • 810 Kilocycles 
A GENERAL ELECTRIC STATION 
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How to understand some basic Nielsen terminology 



r 



Computation of homes using tv 



* OS « <3 r^#* >*^f 



The Nielsen phrase, "homes using tv," shows the 
percent or number of homes in the area measured tuned 
in to all programs during a specific period of time. It is 
commonly computed on an average minute hasis. Chart 
at right shows the computation for a 15-minute period. 
Note how the varying home totals for each minute (at 
bottom of chart) are averaged for the quarter-hour — in 
this case six homes. Since the hypothetical total homes 
is 10, figure is 60% of total rv homes using television 
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Computation of total audience 
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"Total audience" is a program rating. Note that 
Xielsen excludes homes not able to receive the prograa 
from the hase on which the rating is calculated. Note 
also that homes viewing less than six minutes are ex- 
cluded from the total audience figure. This is done on 
the theory that idle dial twirling will result in some;' 
homes viewing the program for short periods — homes the 
advertiser is really not interested in. Since nine homes 
were able to tune the program and four did so, the TA 
rating is 44.4% (and a very good rating, too). The ad- 
vertiser can, if he wishes, use the total tv home hase, in 
which case the total audience rating would be 40 f $ 



IDJ 



This is the identical situation represented in the total 
audience chart. However, in calculating the average 
audience (AA), homes viewing less than six minutes 
are included. Like the homes-using-tv figure, this is an 
average minute calculation, except that homes not in cov- 
erage area are excluded in this particular measurement 
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Computation of average audience 
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Relationship of average audience to total audience 
Por programs of different durations * 
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In comparing the program popularity of shows 
different lengths, the average audience rather than 
total audience is used. The chart at left shows why. 
hour show usually has a larger TA rating because it h 
more time to attract an audience. Figures shown in ' 
chart represent average situations. In calculating h* 
per commercial minute AA is used with the actual ne 
ber of homes to indicate the likely audience to a cc 
mercial in the show. Note AA is average for peri 
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Why total station reach is not always an adequate measure 

giiiiiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiii 1 iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim giiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

: Total homes reached in four weeks : 1 



= Station A 

■ 1,450,000 
m homes 



m Station B 

1 1,140,000 
jl homes 




Avg. no. messages s 

per home g m Station A 

4.1 



Total messages to "high-frequency" homes 
n A 

B 2,552,000 



6.7 



j| Station B 

I 6,130,000 




to 290,000 
homes 



to 456,000 
homes 
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Homes reached at high frequency 



m Station A 

1 290,000 
s homes 



m Station B 

1 456,000 
= homes 




Avg. no. messages S 
per home =| 

8.8 ■ 



13.4 



iiiiiniiiiiiiiiiiiiiiiii 
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This material from NSI files illustrates how an advertiser intej 
ested mainly in the homes he reaches with relatively high frequen« 
can choose between stations. The first chart shows Station "A" wii | 
bigger reach but Station "B" with the higher frequency in compaf 
ing two similar schedules. The second chart isolates homes reach^J 
with each schedule at a specified frequency level — in this case, si| 
or more times per month. In last chart multiplying frequency tim« 
the number of high frequency homes shows that Station "B" da 
livers more than twice the number of messages to the importarj 
homes than Station "A." 



A rotation system for late night television participations 



Positioning of three advertisers in late night show over six-week period 

V llllllllllllllllllllllllllllllllllllllllllllllllilFIIIIIIIIIIIIIMIllM ^lllMllllllllllllllilllllilllllllllllllflillll 



Commercial 
position 


Position 
rating 


Approximate 
time 


1 


ii 


in 


Weeks 

IV 


V 


VI 


#i 


12.0 


11:15 p.m. 


A 




C 








#2 


12.0 


11 :35 p.m. 






A 




C 




#3 


11.6 


11 :35 p.m. 










A 




#4 


11.2 


11 :55 p.m. 


B 












#5 


10.8 


11 :55 p.m. 






B 








#6 


10.4 


12:15 a.m. 


C 








B 




#7 


10.0 


12:15 a.m. 




c 








B 


#8 


9.6 


12:35 a.m. 








B 






#9 


9.2 


12:35 a.m. 




B 










#10 


8.8 


12 :55 a.m. 












A 


#11 


8.4 


12:55 a.m. 








A 




C 


#12 


8.4 


1 :10 a.m. 




A 




C 







Average Hating: 10.2 

This proposed positioning by Compton Advertising is weeks, in this case. Note how each advertiser alternates he- 
tailored to give all brands equal advertising weight and maxi- tween first and second half of program. Advertisers "A," "B," 
mum message delivery in as short a time as possible — two and "C" achieve average rating of 10.2 in two-week period. 
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NEW YORK'S HIGHEST-RATED TV PROGRAM 
FOR THE SIXTH CONSECUTIVE YEAR** 

WOR-TV CHANNEL 9 s 

MILLION DOLLAR MOVIE 

GIVING ADVERTISERS 87%*COVERAGE OF 
THE NEW YORK MARKET IN 4 WEEKS WITH 
GUARANTEED PRODUCT EXCLUSIVITY... 

* Arbitron Jan 1960 ** Pulse, Arbitron and Nielsen - September 1954 - June 1960 



greX^ity 

Bringing the exact effect and flavor of the client's and the 
agency's creation intact to the television screen . . . that is 
CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 

CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 



AUDIO 

PRODUCTIONS, IIVC. 

630 Ninth Ave., N. Y. 36, N. Y. • PL 7-0760 
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How to use viewing group analysis research 



- 



USING VIEWING GROUP ANALYSIS TO DETERMINE PROGRAM "HOLDING POWER" 
A. Analysis of two new one-hour detective programs 



SB 




Program A 


Program B 


1 


Average rating (four weeks) 




lo.o 




Total cume (four weeks) 


56.6 


40.3 




Percent of total cume viewing: 






1 


1st show only 


2.9 


23.3 




1st and 2nd 


1.0 


0.0 




1st and 3rd 


A 7 




| 


1st and 4th 


5.8 


5.5 


j 


1st, 2nd. and 3rd 


2.9 


0.0 




1st. 2nd. and 4th 


3.8 


6.9 




1st. 3rd. and 4th 


7.7 


4.1 




2nd show only 


19 e 




■ 


2nd and 3rd 


2.9 


10.9 




2nd and 4th 


5.8 


5.5 




2nd, 3rd, and 4th 


7.7 


0.0 




3rd show only 


6.7 


12.3 


■ 


3rd and 4th 


9.6 


1.4 




4th show only 


15.3 


12.3 




All 4 shows 


8.7 


2.7 




B. Analysis of two 


one-hour westerns 

Program C 


Program D 




Average rating (three weeks) 


11.6 


13.7 




Total cume (three weeks) 


37.3 


39.0 




Percent of total cume viewing: 








1st show »nly 


25.0^ 


6.8^ 




1st and 2nd 


8.3 


21.9 




1st and 3rd 


3.3 


11.0 




2nd show only 


36.7 


17.8 




2nd and 3rd 


5.0 


4.1 




3rd show only 


16.7 


31.5 




All 3 shows 


5.0 


6.8 



Percent total cume 
viewing program A : 

1st show — 39.5 
2nd show — 153 
3rd show— 52.9 
4th show — 64.4 



Percent total cume 
viewing program B: 

1st show- — 17.7 
2nd show— 35.6 
3rd show— 36.9 
4th show— 38.4 



Percent total cume 
viewing program C: 

1st show — 41.6 
2nd show— 55.0 
3rd show— 30.0 



Percent total cume 
viewing program D: 

1st fhow — 46 .5 
2nd show— 50.6 
3rd show — 53.4 



The question of how a new show will perform is a critical one for program buyers. Metered rating services, 
such as Arbitron, provide useful cumulative data for this purpose. The figures above, taken from ARB's 
Arbitron, last fall, illustrate two cases of "viewing group analysis." In both each program's total cume is 
first converted to a base of 100. This is the total number of different homes viewing at one time or another 
during the periods studied. Note that in the case of program "A" the percent of the cume total viewing 
each show rose while it dropped in the case of program "B" thus indicating the greater holding power of 
program "A". Further analysis would show that 37.8% saw only one show on "A" while 57.5% saw only 
one show on "B". In the case of the westerns. "D" shows more holding power than "C". 
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didja 
hear 
about 




KLZ-TV did it again- 
a clean sweep, right 
across the board! 

I ' }■' ST RATED 
Network Show 
Syndicated Show 
Daytime News 4 
Nighttime News 
Weather 
Sports 



REACHES THE 
MOST HOMES IN 
THE DENVER 
MARKET WITH THE 
LARGEST SHARE OP 
AUDIENCES PROM 
9:00 AM UNTIL 
MIDNIGHT SEVEN 
DAYS A WEEK.* 

'March ARB 






39 




See How WFBM-TV Dominates Mid -Indiana! 



First by a good margin, WFBM-TV dominates all 
other stations in Mid-Indiana both in total coverage 
and market penetration, because it is the only basic 
NBC outlet. Map shows county percentages measured by 
Nielsen Coverage Study No. 3. 

where else . . . 

— will you find satellite markets that are 15% richer 
and 30% bigger than the metropolitan trading zone 
itself? 

— does a central market exert such an economic pull on 

so many specific areas that are retail trading centers 

in their own right? 
— do you find such a widespread marketing area covered 

from one central point . . . and by WFBM-TV! 
— can you buy just one station with no overlapping 

penetration by basic affiliates of the same network ? 

Only here— where WFBM-TV is first in Mid- 
Indiana — can you buy more honest market penetration, 
more consumer influence, for fewer dollars expended 
than anywhere else. Let us show you how to test re- 
gional marketing ideas here with amazing results. 

The Nation's 13th Television Market 

...with the only basic NBC coverage 
of 760,000 TV set owning families. 



°o W' o ° Indianapolis itself— Major mail 

area for 18 richer-than-average counties. 1,000,000 pop- 
ulation — 350,600 families with 90% television ownership! 

11 Satellites — Each a recognized 

marketing area and well within WFBM-TV's basic 
area of influence — totaling more than 420,000 additional 
TV homes. Includes Marion • Anderson • Muncie • 
Bloomington • Vincennes • Terre Haute • Lafayette 
• Peru • Logansport • Kokomo • Danville, Illinois. 



Represented Nationally by the KATZ Agency 
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RADIO 

BASICS 



EIGHT BASIC aspects of the radio 
medium are covered in this section 
of Air Media Basics. They are 
dimensions, set production, in- 
home listening, out-of-home listen- 
ing, fm, spot radio's cumulative 
audience, spending and costs, and 
network patterns. As usual con- 
siderable attention is paid to 
radio's audience, with data on 
seasonal changes, hour-by-hour 
patterns and the unique auto audi- 
ence. The fm section is new and 
is in recognition of fm's growth. 
Information on trends is em- 
phasized to give a full perspective 



n 






SHOWMAN WITH N 
SENSE OF VALUES WILLI 
IAMB ■ SHAKESPEAR 



William Shakespeare understood people. "The play's the thing" . . . and his plays transmut^ 
the values of his time into a living image of his world, valid for all time. William Shakespeai 
sold the world of Elizabeth I to all of history. A great showman . . . but above all, a great sale| 
man. The Show's the Thing at WRIT . . . creative showmanship directed toward presentii 
the value of your products, services and ideas with impact to the greatest possible audienc^ 
Our people are showmen in presenting the News and Music, and your message . . . and salesr 
in every creative presentation to our audience — your market. In Milwaukee, WRIT transmut 
the values of our time into creative selling messages for you. Above all, WRIT is a salesmaJ 




Wl Rl I IT 



B„, radio you buy WIL THE BALABAN STATIOS \ 

media Buy BALABAN' uben St. Louis m tempo u it/i the tx M 

you buy radio Buy WRIT ^9 X J°hn F. Box, Jr., Managing Dire^ 

you inty Milwaukee and 

y° u WRIT Sold Nationally by Robert E. Em' 



Dalla 
WRIT 

BUY the people uho BUY Milwaukee 



i Co., In 
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Here's how U. S. radio homes have grown in the past decade 

pilllllllllllllllllllllllllllllllllllllllH 

| Millions of U.S. homes with radios, March 1950-1960 

M U.S. homes 
5 Radio homes 




1950 1951 



1952 1953 



1954 



1955 1956 1957 1958 1959 I960 



m The chart above shows a consistent upward trend in radio homes represent about 96.3% (for all practical purposes, 
S homes. Based on A. C. Nielsen March each year, radio 100%), just about the same level it has been at for years. 



= *SPONSOR estimate. 
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Radio home ownership by region and county size 

siiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiii^ 



iiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiii 



Total homes 13.4 
Radio homes 12.9 



Millions of radio homes, March 1960 



By Regions 



8.9 
8.5 



9.9 
9.6 



12.5 
11.9 



7.3 
6.9 



i 



Northeast East West South Pacific 

Central Central 



m Source: A. C. Nielsen Co.. 1960. 
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By county size 



19.1 
18.3 



"A" 



14.4 
13.8 



"B" 



10.2 
9.8 



8.4 
8.0 
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DIMENSIONS 



ndependent radio stations up 124% since 1951 



■iiiiiiiim 

Independent vs. network radio stations I 

1947 1951 1955 1957 



3080 



2649 



2199 



NUMBtR Of STATIONS 1062 
UNAFflUATfO 



NETWORK 



, TT3 



983 




'A 

1216 




1320 



1329 



1894 




1186 




21 



676 



540 



FM 238 

Source : A. C. Nielsen Co. 
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lumber of radio sets continues to increase 



1958 


1959 


3281 


3326 


2189 




2200 


W< 

^1092/ 

m 




/\m< 

////, 


558 


578 



537 
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iiiiiiiiiiiiiiiiiii iiniiiium; milium 


iii! iiiiiiiiiiniiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiii 
1959 vs. 


mmiiiiiimimmiiiiiimiimi >, . mill 
1960 radio sets 


iiiiiiiiiiiiiiiiiiiiiiiiiiiitiiiiiiiiiiiiiiiii.iniiiiiiiiiiiii 
in use 


lllllll 111!! Illl T 


i !iiiiiiiiiiiiii!iiiniiiiiiii nun 


Set location 


I960 

Number of sets 


Percent 


1959 

Number of sets 


Percent 


59 vs. 60 
Increase (%) 


In homes 


106,007,095 


67.8 


98,300,000 


67.3 


7.8 


In autos 


40,387,449 


25.8 


37,900,000 


25.9 


6.6 


In public places 


10,000,000* 


6.4 


10,000,000* 


6.8 




TOTAL 


156,394,544 


100.0 


146,200,000 


100.0 


7.0 


Source: Sets In working order, Jan. 1, 


1959-60. RAH. »Xo new 


information. 
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ractically all U.S. radio 
omes have sets located 
\ bedroom, with kitchen 
ie second preference 



Distribution of home radio sets 

LOCATION 


PERCENT 


Bedrooms with radio 


84 


Kitchens 


71 


Living rooms 


36 


Homes with portables 


16 


Homes with outside radios (includes autos) 


53 


Source: Fact Finders via A. C. Nielsen Co., 1960 
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Mil 'nil: 



Jcust 1960 
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SET PRODUCTION 



How U.S. radio set production varies year by year 

piiiiiiinuiiiiiiiiiiiiiiiiiiniiiiM i uaiiiiuiiiiiiiiiiiii.n iiiiiiiiiiiiiiiiiiihiiiiiiiii inn" ' - iiiiiiiniiiiiiiniM 

Total U.S. radio set production, 1924-59 

H Millions 
e of units 

22 I 

20 — — — ^— — — — — — — — — — 




Year '24 '25 '26 '27 '28 '29 '30 '31 '32 '33 '34 '35 '36 '37 '38 '39 '40 '41 '42 '46 '47 '48 '49 '50 '51 '52 '53 '54 "55 '56 '57 '58 '59 

M Source: Electronic Industries Assn., 1960 Pact Book. 
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Radio set sales increased 23% in 1959 
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Radio set sales by type, 1947-59 



YEAR 



HOME 



CLOCK 



PORTABLE 



AUTO 



TOTAL 



1947 
1948 
1949 
1950 
1931 
1952 
1953 
1954 
1955 
1956 
1957 
1958 
1959 



14,972.000 
10.325,000 
5,127,000 
7,818,000 
5,358.000 
4,394,000 
3,309,000 
2,701,000 
2,659,000 
3,007.000 
3.193,000 
2.669,000 
2.729,000 



727,000 
1,666,000 
1,714,000 
1,897,000 
2,035,000 
2,223,000 
2,439,000 
2.205.000 
2.481.000 



2,388,000 
2,585,000 
1,799,000 
1,593,000 
1,200,000 
1,528,000 
1,503,000 
1,449,000 
1,879,000 
2,683,000 
3,205,000 
3,115.000 
3,687,000 



3.459,000 
4,240,000 
3,596,000 
4,740,000 
4,543.000 
3,243,000 
5,183,000 
4,124,000 
6,864,000 
5,057,000 
5,496,000 
3.715.000 
5,555,000 



20,819,000 
17,150,000 
10,522,000 
14,151,000 
11,828,000 
10,831,000 
11,709,000 
10,170,000 
13,437,000 
12,970,000 
14,333,000 
11,704,000 
14,452,000 



Source: EIA. 1960 Fact Book. Auto fieures are factory production, all others are retail sales. Does not Include radio- phonograph combinations. 
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4 stations 

in TOLEDO 




station 

National Sales Olllees: 

625 Madison Ave., N. Y. 22 
230 N. Michigan Ave., Chicago 1 
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47 



IN-HOME LISTENING 



Radio's hour-by-hour in-home audience winter and summer 
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A. The hour-by-hour picture for spot advertisers 



SUMMER 1959 



6- 7 am 


4,077 


7- 8 


6,315 


8- 9 


6,479 


9-10 


5,915 


10-11 


5,600 


11-12 n 


5,634 


12- 1 pm 


5,937 


1- 2 


5,130 


2- 3 


4,409 


3- 4 


3,954 


4- 5 


3,843 


5- 6 


4,315 


6- 7 pm 


4,117 


7- 8 


3,083 


8- 9 


2,564 


9-10 


2,771 


10-11 


2,739 


11-12 m 


2,092 



MON. 
^THRU 
FRI. 



SUN. 
>*THRU 
SAT. 



WINTER 1960 



% Radio 












ft *> 


o- / am 


3j£6 1 


12.7 


7- 8 


9,615 


13.1 


8- 9 


8,654 


12.0 


9-10 


7,020 


11.3 


10-11 


6,188 


11.4 


11-12 n 


5,759 


12.0 


12- 1pm 


6,288 


10.4 


1- 2 


4,961 


8.9 


2- 3 


4,376 


8.0 


3- 4 


4,084 


7.8 


4- 5 


4,520 


8.7 


5- 6 


4,921 


8.3 


6- 7 pm 


4,059 


6.2 


7- 8 


2,823 


5.2 


8- 9 


2,459 


5.6 


9-10 


2,297 


5.5 


10-11 


2,230 


4.2 


11-12 m 


1,785 



MON. 
>- T1IR! 
FRI. 



SUN. 
^THRU 
SAT. 



% Radio 
homes 

10.6 
19.4 
17.5 
14.2 
12.5 
11.6 
12.7 
10.0 
8.8 
8.3 
9.1 
9.9 

8.2 
5.7 
5.0 
4.6 
4.5 
3.6 



These national Nielsen figures adjusted by time zone provide local time figures in terms of thousands of 
homes per average minute. The summer data is for July-August, the winter figures are January-February. 



El. The hour-by-hour picture for network advertisers 



AUGUST 
1959 
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4,154 


'4,451 


































3,115 
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2,225! 
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6 7 8 9 10 II 12 1 234 5 6 7 8 9 10 II 12 
*0»H *, AFTERNOON EVENING 1 

NEW YORK TIME 

1 MONDAY THRU FRIDAY- II MONDAY THRU SUN0AY 1 



JANUARY 
1960 



4*91 



icvmnc 



- MOKMT Tt*U FRIDAY — 



JjOK 



2>» 



Z374- 



2/76 



Figures in the graphs above are in thousands of homes per average minute. Each hour is current New 
York time. Note the summer in-home peak is around lunch time while the winter peak is around breakfast time. 
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1100 

RADIO 
STATIONS 
NOW IN THE 
KEYSTONE 
NETWORK 
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WELCOME STATION KSEO, 

DURANT, OKLAHOMA! 

OUR 1 100TH AFFILIATE. We are proud to add to our ever 

growing family of radio station affiliates the only station 

in Bryan county, Oklahoma. This fine station was established in 

1947 and is owned by the Durant Publishing-Broadcasting Corp. 

The manager of the station is Lewis W. Coleman. 

Congratulations KSEO, we're proud and happy to have you with us. 



CHICAGO 

111 W. Washington St. 
STate 2-8900 



NEW YORK 

527 Madison Ave. 
ELdorado 5-3720 

DETROIT 

612 PenobscotBuilding 
WO 2-4595 



IOS ANGELES 

3142 Wilshire Blvd. 
DUnkirk 3-2910 

SAN FRANCISCO 

57 Post St. 
SUtter 1-7440 
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eyst 



one 



BROADCASTING SYSTEM, mc. 
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IN-HOME LISTENING 



In-home listening level shows little change through year 

i , lllllllll III llll . .. MHWHHMMHM 

Average daily hours listening per home by months of the year 



25 
20 
1.5 
10 
0.5 

















































1.9 2 \ 


1.9b 


1.87 






1.86 


1.89 


1.94 


1.83 


1.86 


1.8? 


















trtt t 
































































MAR. 


APR. 


MAY 


JUNE 


JULY 


AUG. 


SEPT. 


OCT. 


NOV. 


DEC. 


JAN. 


FEB. 



25 
20 
1.5 
1.0 
05 



Source: NRI. 1959-60. 



Independent 
stations captured 
bulk of all radio 
in-home listening time 
by last year 



The chart at right, prepared by A. C. Niel- 
sen Co., shows for the first time in 12 
years, independent radio stations getting the 
major portion of daily listening hours. Ra- 
dio in-home listening hours have suffered a 
58% decrease since 1947 with networks 
losing 74%, although independents dropped 
only 11%. This is due to independent ra- 
dio getting more than half of daily listening 
hours, a 112% increase over 1947. Nielsen 
point* out in a supplementary chart that in 
1947 there were 173 unaffiliated and 889 net- 
work stations compared to 1959 with 2.200 
unaffiliated and 1,126 network stations. 



liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiihiii 
m hi 



i mil 



|g Avg. hrs. 
= listened per 
- home per day 



S Unaffiliated 



Network affiliates versus independent stations 
April each year 

4.33 



Network 



gm warn 



1947 
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Musical Variety Means 
Audience Variety, too* 



PI 



1 
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i turnover of different homes reached, we're one 
f Los Angeles' top four radio stations. 



(February 1960 
Cumulative Pulse) 



ith 59 AM and FM radio stations listed in Los 
igeles newspapers, KFAC is one of the elite four 
it reach over a million different homes in an 
?rage week. Credit goes to KFAC AM and FM 
)gramming— musical variety from Mikado to 




J 



Mozart scheduled so that no title is heard more 
than once in ten da ys. 

KFAC renewals tell the story. 43 current adver- 
tisers are in their 2nd to 20th continuous year of suc- 
cessful KFAC selling. We invite you to join them. 



AM-FM 



The Music Stations for Southern California 
24-hour simultaneous AM-FM at one low cost 

Represented by The Boiling Company, Inc. 



PRUDENTIAL SQUARE • LOS ANGELES 



Just 1960 



its ^ 

results 

that 

COUNT 



W N EW — N ew Yo rk W R IT— M i Iwa u kee 
CKLW— Detroit KDEO— San Diego 



WHLO— Akron-Canton 
WKLO— Louisville 



WING — Dayton 

WPTR— Albany-Schenecta 



You'll get better results than you 
bargained for when you use an Eastman 
Represented Station. You'll be placing your 
client's message on top radio facilities in most of 
the top markets in America. Solid stations run by able 
and creative management — people who know the pulse of 
their listeners and how to hold their loyalty. And every East/ 
man gets this full story to as many executives involved in the 
buying of time as it is humanly possible to reach. But it's results 
that count. So here they are. In 1959 the Eastman Represented Stations 
increased their total national billing 44% over the year before. We'd 
say the combination has paid off handsomely for every one concerned. 



| [ASmAN REPRESENTED SI AJ IONS GET RESULTS. 




P.S. Figures for the first half of 1960 are up 43% over 1959. 



JEM) robert e. eastman & co., inc. 

^^■^^ representing major radio stations 

NEW YORK: CHICAGO: SAN FRANCISCO: DALLAS: ST. LOUIS: LOS ANGELES: DETROIT: 



►Columbus, Ohio 
(-Norfolk-Portsmouth 



KTOK— Oklahoma City 

WSBA — York-Lancaster-Harrisburg 



KLEO — Wichita, Kansas 
WAAB— Worcester 



KXLR— Little Rock 
KQEO — Albuquerque 
WSAV— Savannah 



IN-HOME LISTENING 



rn 

l RADIO J 

How radio listening differs by region and county size 

ram i miiiiiiiiiiniiiiiiiniii iniiiiiiii n ■■ mtm*"!™ mum t msni j ii muit ' i ■» 

Average hours radio usage per home per day 

TERRITORY COUNTY SIZE 



TOTAL 
U.S. 



West 
Central 

East 2:15 

Central 



South 



Pacific 

2:00 





^ Source: Nielsen Ridlo Index, in-home only. November-December 19oi> 

Mmmm- h*\t -.niiiim niimi miiiiiiiiiiiiiiiiiiiiniiii imi»' , ,. niiiMim m- iif — - . mima^ 

How listening differs morning, afternoon and evening 

pi' "111 •^'^^mammmmm.m^^m^*- wwmit n iiiiiiiiiiiMiniimiiiiiii miw 

S Average daily hours of radio usage per home by day part 

November-December 1959 

Afternoon 



■ 



Morning 

1 6-9 a.m. .32 hrs. or 19 min. 

g 9 a.m.-Noon .42 hrs. or 25 min. 

H 6 a.m.->'oon .74 hrs. or 44 min. 



Noon-3 p.m. .36 hrs. or 22 min. 
3-6 p.m. .27 hrs. or 16 min. 

Xoon-6 p.m. .63 hrs. or 38 min. 



Evening and Night 
6-9 p.m. .23 hrs. or 14 min. 

9 p.m.-Mid. .14 hrs. or 8 min. 
Mirl.-6 a.m. .15 hrs. or 9 min. 

6 p. ni.-6 a.m. .52 hrs. or 31 min. 



The material above is based on Jwdsen Radio Index, covers 
in-hon\e listening only. Morning and afternoon Jigures are 



for Monday through Friday. Nighttime figures are for Sunday 
through Saturday. Time periods are Eastern Standard zone 



HUM 41 nmiit 



min 



Four/fifths of radio audience are television homes 



Radio homes listening by hour and tv penetration 



Hour 




Radio homes 
(000) 


Television 
<%> 


Hour 




Radio homes 
(0001 


Television 
'%) 


8-9 a.m., 


M-F 


8,407 


84 


4-5 p.m., 


M-F 


4,154 


83 


9-10 


M-F 


7,566 


84 


5-6 


M-F 


4,500 


79 


10-11 


.M-F 


7.368 


85 


6-7 


S-S 


4,648 


79 


11-12 .\ 


M-F 


6,478 


83 


7-8 


S-S 


3,560 


76 


12-1 p.m. 


M-F 


6.330 


80 


8-9 


S-S 


2,918 


73 


1-2 


M-F 


3.934 


79 


9-10 


S-S 


2,423 


69 


2-3 


M-F 


4,896 


81 


10-11 


S-S 


2,275 


72 


3-4 


M-F 


4,302 


82 


II-I2Mid. 


S-S 


2,275 


78 


Source- A. C 


Nielsen Co. 


Nor.-Dec 1959. 
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IN INLAND CALIFORNIA iand western nevadai 



BEELINE 

RADIO 



You're shooting at a booming economy when you 
beam your sales message into Beeline station 
radio broadcast territory. For example, in Fresno 
— home base of KMJ — retail sales exceed Spo- 
kane, Washington and Trenton, New Jersey, both 
with larger populations.* 

Last year alone 14 new companies moved into 
Fresno County. There were 117 industrial expan- 
sions. Millions in farm and food-processing in- 
come generated in this No. 1 U.S. agricultural 
county help keep buying demand high. 

The most effective way to beam your radio 
message into the thriving Fresno market is on 
KMJ, the Beeline station in Fresno. 

As a gr<>up, the Eeeline stations give yiru mare 
radio homes than any competitive group of sta- 
tions ... at by far the lowest cost per thousand. 
(Nielsen & SR&D) 

* Sales Management's 1959 Survey of Buying Power 




l KOHo Rf NO 
KFBK O SaCRamento 

\ 

KBEE 0 MODESTO 



KMJ O F »ESNO 



Aerial view of Fresno, a growth market 
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SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO.. NATIONAL REPRESENTATIVE 
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IN-HOME LISTENING 



Here's how the in -home radio audience varies by daypart 

piBMiiiiiiiiiiiii i trains miiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiBiiiiiiiiiHini 1 nit; ' n un mm h^^B 

The weekly in-home radio audience 

AVERACE MINUTE WEEKLY CUMULATIVE TOTAL 

I % of Weekly % U. S. No. % U. S. No. Avg. Hrs. 

m Radio Radio Homes Radio Homes per Home 

s By Dayparts Usage Homes (0001 Homes (000) Reached 

Mon.-Fri. Morn. 34 15.7 7,764 71.0 35,110 6.63 

Mon.-Fri. Aft. 23 10.6 5,242 57.9 28,632 5.46 

Sunday Morn. 4 9.8 4,846 35.9 17,753 1.63 

Sunday Aft. 4 10.2 5,044 31.1 15,379 1.96 

Saturday Morn. 6 13.4 6,626 46.1 22,796 1.74 

Saturday Aft. 5 12.1 5,983 33.9 16,764 2.14 

All Evenings 18 6.0 2,967 53.5 26,456 4.73 

12 Mdn.-6 AM 6 1.8 890 16.4 8,110 4.60 

I 24 Hr. 7 Day Total 100 8.3 4,104 82.3 40,697 16.86 

§| Source: A. C. Nielsen Co.. Feb. 29-Mar. 6. 1960. East & Central time zones: New York time: Pacific time zone: local time 
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Light television viewers are heavy radio listeners 
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Weekly hours spent viewing and listening 



HOMES RANKEO ACCOROING 
TO TV VIEWING 



RA0I0 LISTENING 
FOR SAME HOMES 



31.65 



17.91 



10.74 



5.33 



1.51 



5.05 



5.83 



7.54 



6.46 



7.98 



Tv homes are listed in order of decreasing tv viewing in five (hence quintile) equal groups. Material at right shows radio 
listening for corresponding tv homes. The chart indicates that light tv daytime viewers can be reached better with radio. 
Source is Nielsen, weekly hours of viewing and listening, weekdays only 9 a.m. to 6 p.m. during March 1958. 
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QUIET 



Who says silence is golden? 

Today, National Spot Radio 

offers advertisers bigger 

and better opportunities 

to talk to millions of 

listeners about their 

products and services. 

Not only selectively, 

frequently and economically . . . 

but most of all . . . profitably! 



Radio Division 

Edward Petry & Co., Inc. 

The Original Station Representative 



NEW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS • DETROIT • LOS ANGELES • SAN FRANCISCO • ST. LOUIS 



RAPT 

TIE UP THE YOUNG HOUSEWIFE 
WITH ABC's NEW FLAIR! 



Just when she needs a break, ABC Radio 
gives it to her ! Weekdays from 1 to 
1:55 p.m., starting October 3rd, she'll tune 
in to FLAIR, a new kind of program 
designed for women "with a flair for living 
and a flair for fun." Not just "background 
music," FLAIR will actively engage the 
attention of young suburban housewives. 
Family women. The ones who are the 
best and busiest buyers in the U.S. 

An artful mix of good popular music with 
short features, FLAIR will deal with 
such diverse subjects as makeup, baby care, 
comedy, recipes, overseas pickups and 
Hollywood interviews. The people — 
glamorous people, respected people — who 
headline these features will be fun to 
be with, interesting to hear. 

FLAIR is a good example of how ABC 
Radio is shaping itself to fit the bright, 
new market of the Sixties, the broad new 
market of the suburbs. If this is your 
market, FLAIR is your opportunity. And 
ABC is your best radio network buy. 

ABC RADIO NETWORK 




IN-HOME LISTENING 



How audience composition varies by time and market 

mini >». - mini •■mini m iiiiiiiik 11111 < imi 'iiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiLiiiiiiiiiiiniiiiiiiiiiu'i 



Audience composition in selected markets by quarter hour 

NEW YORK 

(Jan.-Feb. I960) 





Listeners 
(000) 


Men 

% 


Women 
% 


Teens 
% 


Children 
% 


7:30-7:45 am 


1,816 


20 


48 


10 


22 


1:30-1:45 pm 


746 


16 


63 


6 


15 


4:30-1:45 pm 


550 


17 


53 


9 


21 


10:30-11 pm 


317 


15 


54 


17 


14 



CHICAGO 

(Feb.-Mar. I960) 





Listeners 
(000) 


Men 

% 


Women 
% 


Teens 
% 


Children 

% 


7:30-7:45 am 


1,022 


20 


48 


17 


15 


1:30-1:45 pm 


308 


22 


67 


5 


6 


4:30-4:45 pm 


304 


36 


45 


13 


6 


10:30-11 pm 


150 


48 


34 


14 


4 



LOS ANGELES 

(Feb.-Mar. 1960) 







Listeners 
(000) 




Men 

% 


Women 

% 


Teens 
% 


Children 

% 


7:30-7:45 am 




661 




24 


48 


11 


17 


1 :30-l :45 pm 




331 




19 


71 


6 


4 


4 :30-4:45 pm 




449 




18 


56 


20 


6 


10:30-11 pin 




91 




39 


54 


6 


1 


A. C. Nielsen's reports 
hours. However, women 


for various 
maintain a 


markets illustrate a significant difference in 
more stable pattern. 


listening habits 


during selected quarter 






Jlifc.. U 


mini Him 


iiiuimiiiin mi nun 
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BORED 

with your 

Advertising Results? 

TRY — 




with 33% of the Audience in 

GREATER 
PORTLAND* 



DYNAMIC 
RADIO IN 
DYNAMIC 
MARKETS 



Star state 

DON W. BURDEN — President 



More V4 hour firsts than all other 
Portland Stations combined! 290 out of 
300 -April, i960, PULSE. 



GUST 1960 




OUT-OF-HOME LISTENING 

Auto-plus adds 30% to radio listening 



In-home and auto-plus listening, millions of homes per minute 



Total 



Auto-Plus 
(% in-home) 



Morning Mon.-Fri. 



Afternoon Mon.-Fri. 



Evening 7 days 



7.6 



6.3 



In-Home 



1.3 

(26%) 



5.0 



1.2 
(16%) 



6.4 



1.6 

(33%) 



4.8 



1.5 
(29%) 



5.1 



1.3 

(39%) 



3.3 



4.2 



1.1 

•35%) 



3.1 



July '59 Jan. '60 July '59 Jan. '60 July '59 Jan. '60 

Nielsen figures above show average listening per minute during each of the si'x'hour day parts indicated. As a per- 
centage of in-home listening. Auto-Plus ranges from 26% (summer mornings) to nearly 40% (summer evenings) 

nun iiniiiniiii (illinium minimi inn inn . . 



Some examples of auto listening 
in selected markets and time periods 



Day 



PHILADELPHIA 

Time 



Homes Using Auto Plus 
Radio (%) i%) 



Day 



NEW YORK 
Time 



Homes Using Auto Plus 
Radio <%) (%) 



SUNDAY 



8:30- 9:00 pm 3 



11" 



SATURDAY 8:30- 9:00 pm 



74 



MON. — FRI. 



7:30- 8:00 am 16 



28 



SUNDAY 



7:30- 8:00 am 
NEW ORLEANS 



Day 




Time 


Radio (%) 


<%) 


SATURDAY 


11:30-12:00 pm 


1 


130 


MON. — 


FRI. 


6:00- 6:30 am 


2 


89 


MON. — 


■FRI. 


7:00- 7:30 am 


6 


56 


MON. — 


FRI. 


10:30-11:00 am 


15 


11 




Source: Nfelien 


Sutton 


Index, auto-plus bj hitf-hour. Summer 1959 
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SUNDAY 


3:30- 4:00 pm 


4 


130 


SUNDAY 


8:30- 9:00 pm 


3 


115 


MON.— FRI. 


4:30- 5:00 pm 


8 


64 


MON. — FRI. 


12:30- 1:00 pm 


12 


20 




CHICAGO 






Day 


Time 


Homes Using 
Radio 1%) 


Auto Plus 

V 


SUNDAY 


8:30- 9:00 pm 


3 


100 


SATURDAY 


6:00- 6:30 am 


3 


38 


MON. — FRI. 


4:30- 5:00 pm 


10 


51 


MON.-FRI. 


8:30- 9:00 am 


20 


15 




LOS ANGELES 




Day 


Time 


Homes Using 
Radio i%) 


Auto Plus 

'V 


SATURDAY 


7:00- 7:30 pm 


8 


56 


SUNDAY 


5:00- 5:30 pm 


10 


45 


MON. — FRI. 


7:30- 8:00 am 


15 


42 


MON. — FRI. 


9:00- 9:30 am 


16 


12 
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IN THE PEOPLE'S INTEREST 

Detroit's most complete Radio-TV news center 

Another mark of leadership — additional evidence of the WWJ stations' sense 
of responsibility to the public. It's the big 1,272 square-foot WWJ NEWS- 
room, headquarters for the busy 12-man staff that provides southeastern 
Michigan with complete, reliable, award-winning coverage day and night. 

Today, as it has been for over 40 years, WWJ NEWS is real news: 
comprehensive, balanced, and believable — great news for the audience, great 
for advertisers, too. 



wwj radio Ey wwj -tv 

Detroit's Basic Radio Station HHMMM Michigan's First Television Station 



NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. . OWNED AND OPERATED BY THE DETROIT NEWS 

bcusT 1960 63 



OUT-OF-HOME LISTENING 
How out-of-home compares to in-home listening 

fc"!inir' ■"!!!: hi , uiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiw imiimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii ir 

Percent out-of-home listening adds to in-home in 29 markets 



MARKET 


TOTAL AUDIENCE 


IN HOME 


+ OUT OF HOME 


= OUT OF HOME PLUS 


ATLANTA 


18.7% 


14.7% 


4.0% 


27.2% 


BALTIMORE 


15.7 


12.1 


3.6 


29.8 


BIRMINGHAM 


16.9 


12.8 


4.1 


32.0 


BOSTON 


22.3 


17.5 


4.8 


27.4 


BUFFALO 


20.6 


16.1 


4.5 


27.9 


CHICAGO 


19.5 


15.0 


4.5 


30.0 


CINCINNATI 


17.2 


13.3 


3.9 


29.3 


CLEVELAND 


17.8 


14.0 


3.8 


27.1 


COLUMBUS 


20.0 


16.5 


3.5 


21.2 


DALLAS 


21.3 


16.1 


5.2 


32.3 


DETROIT 


17.8 


13.7 


4.1 


29.9 


FORT WORTH 


20.1 


15.2 


4.9 


32.2 


HOUSTON 


20.8 


16.7 


4.1 


24.6 


KANSAS CITY 


20.0 


14.6 


5.4 


37.0 


LOS ANGELES 


22.5 


17.3 


5.2 


30.1 


ill 1 A.Tl.l 


99 9 


n.t 


A C 

4.0 




\t¥T \T' K TTflTI? 
iTllLiW A UhtX 


91 A 


1 A O 

lo.y 


A H 


Zi.O 


UIWT A DAI IC CTT I> * I TI 


91 A 
Z1.4 


no 
1 t.o 


A 1 
4.1 


Zo. i 


VCW riDI CAVC 

IMiw UivLlliAi>3 


1 n 1 

iy.i 


1 K O 

lo.y 


Q 0 

o.z 


on i 


NFW YORK 


21.8 


16.4 


5.4 


32.9 


piiii Ann phia 


21.2 


17.4 


3.8 


21.8 


PITTSHTTHPH 

I I 1 1JDU m\ (ill 


IRQ 


15.0 


3.9 


26 0 


PORTLAND, ORE. 


20.1 


16.3 


3.8 


23.3 


RICHMOND 


19.3 


15.3 


4.0 


26.1 


ST. LOUIS 


20.5 


16.6 


3.9 


23.5 


SAN DIEGO 


21.1 


16.3 


4.8 


29.4 


SAN FRANCISCO 


22.9 


17.8 


5.1 


28.7 


SEATTLE 


21.3 


17.1 


4.2 


24.6 


WASHINGTON 


18.8 


14.7 


4.1 


27.9 


Median Average 


20.4 


16.3 


4.1 


25.2 


29 Market Weighted Average 


20.6 

Sourer: I'ulse, Jin. 


16.0 

-Frb.-Mar.. 1960. 


4.6 


28.7 
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Sell CANADA Now with CBC-TV Network Television 




of all Canadian homes 



plus finest of programming 
plus commercial production facilities 
plus sales promotion 
plus sales power 

Ranks with the best in the world CANADIAN BROADCASTING CORPORATION 

Television Sales Toronto, Ontario 



gust 1960 
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OUT-OF-HOME LISTENING 



The trend in summer out-of-home listening is upward 

|«iiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

Per cent homes listening out-of-home, winter antl summer, 1953-1960 





1934 


1955 


1956 


1957 


1958 


1959 


1960 




W 


S 


W 


S 


W 


s 


W 


s 


W 


S 


W 


S 


W 


Atlanta 


3.2 


3.6 


3.2 




3.4 


4.0 


4.1 


4.1 


4.0 


4.5 


4.1 


4.5 


4.0 


Baltimore 


3.2 


3.6 


3.2 




3.4 


4.1 


3.8 


4.1 


3.7 


4.6 


3.8 


4.3 


3.6 


Birmingham 


3.6 


3.8 


3.3 


3.6 


4.1 


4.4 


4.3 


4.4 


4.1 


4.4 


4.1 


4.5 


4.1 


Boston 


4.4 


4.6 


4.2 


4.6 


4.8 


5.1 


4.7 


4.8 


4.4 


5.3 


5.0 


5.6 


4.8 


Buffalo 


3.6 


3.7 


3.2 


3.4 


3.2 


3.8 


3.6 


3.7 


3.9 


4.5 


4.4 


4.7 


4.5 


Chicago 


3.9 


4.3 


4.1 


4.2 


4.0 


4.6 


4.3 


4.6 


4.5 


5.2 


4.4 


5.0 


4.5 


Cincinnati 


3.6 


3.9 


3.6 


3.9 


3.8 


4.2 


4.0 


4.2 


3.9 


4.6 


4.1 


4.5 


3.9 


Columbus 




3.2 


3.1 


3.3 


3.4 


4.0 


3.5 


3.8 


4.3 


4.6 


4.2 


4.3 


3.5 


Dallas 






3.6 


4.0 


4.5 


4.7 


4.6 


5.5 


4.7 


4.6 


4.7 


4.4 


5.2 


Detroit 


3.9 


4.2 


3.9 


4.2 


3.8 


4.3 


4.2 


4.4 


3.8 


4.4 


4.0 


4.7 


4.1 


Fort Worth 










4.0 




4.0 


5.3 


4.5 


4.2 


4.3 


4.7 


4.9 


Houston 


3.6 


4.1 


4.0 


4.3 


4.3 


4.6 


4.4 


4.5 


4.0 


4.5 


4.1 


4.5 


4.1 


Kansas City 




3.7 


3.4 




3.8 


4.1 


3.9 


4.3 


4.0 


4.9 


4.6 


5.0 


5.4 


Los Angeles 


4.5 


4.8 


4.5 


4.7 


4.4 


4.7 


4.7 


5.0 


4.7 


5.3 


5.0 


5.4 


5.2 


Miami 


3.1 




3.3 


3.7 


4.4 


4.6 


4.7 


4.7 


4.8 


49 


4.8 


4.8 


4.5 


Milwaukee 


3.3 


3.8 


3.3 


3.8 


3.5 


4.3 


4.3 


4.4 


4.0 


4.2 


4.6 


5.2 


4.7 


Mpls.-St. Paul 


3.4 


3.8 


3.7 


3.9 


3.7 


4.2 


4.2 


4.4 


4.1 


4.8 


4.1 


4.3 


4.1 


IVew Orleans 




3.7 


3.3 


3.4 


4.4 


4.6 


4.4 


4.6 


3.7 


4.1 


3.9 


3.6 


3.2 


iNew York 


4.4 


4.8 


4.4 


4.4 


4.6 


5.0 


5.1 


4.8 


5.1 


5.4 


5.0 


5.7 


5.4 


Philadelphia 


3.6 


3.9 


3.9 


4.0 


3.8 


4.4 


3.7 


4.6 


4.0 


4.2 


3.9 


3.9 


3.8 


Pittsburgh 


3.4 




3.5 


3.9 


3.6 


3.9 


3.9 


4.1 


3.9 


4.2 


4.0 


4.4 


3.9 


Portland, Ore. 






3.6 




3.4 




4.4 








4.7 




4.0 


Richmond 


3.1 


3.2 


2.9 


3.0 


3.1 


4.3 


3.7 


4.1 


3.9 


4.5 


4.3 




4.3 


St. Louis 


3.5 


3.8 


3.8 


4.2 


3.9 


4.3 


4.2 


4.4 


3.8 


4.6 


4.4 


4.6 


4.4 


San Diego 




3.5 


3.5 


3.8 


3.6 


4.1 


4.0 


4.2 


4.4 


4.5 


4.5 


5.1 


4.5 


San Francisco 


4.1 


4.2 


4.2 




4.5 


4.7 


4.6 


4.6 


4.4 


5.2 


4.9 


5.5 


4.9 


Seattle 


3.2 


3.5 


4.4 


4.2 


4.1 


4.1 


4.2 


4.4 


4.5 


4.7 


4.5 


4.6 


4.5 


Washington 


3.7 


4.0 


3.7 


3.9 


3.7 


4.1 


4.1 


4.3 


3.9 


4.5 


4.2 


4.6 


4.2 


Median 


3.6 


3.8 


3.6 


3.9 


3.8 


4.3 


4.2 


4.4 


4.1 


4.6 


4.2 


5.5 


4.1 



This broad look at out-of-home listening in 28 markets discloses a winter hike of 14% over the seven-year 
1954-60 span and a summer jump of 45% over the six-year 1954-59 span. Reasons for this increase include 
more portable radios, more auto radios, more auto driving and more programing aimed at the auto audience 

Source: Pulse. 19(50. 
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SUNNY'S" 



REALLY 



COOKING! 



When it comes to feeding you a large share 
of the TAMPA-ST. PETERSBURG 
MARKET, WSUN has a real sales 
fire going. In our 29 county SUNCOAST 
area, with its better than 1,203,400 
population. WSUN delivers more radio 
homes, at the lowest cost per home, than 
any station in the heart of Florida. 
For a successful sales recipe on the 
SUNCOAST ... use "SUNNY!" 



NO. 1 IN ADULT LISTENERSHIP 24 HOURS A DAY! 




I NATL. REP.: VENARD, RINTOUL & McCONNELL S. E. REP.: JAMES S. AYERS 
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FM BASICS 

What are the basic facts on fm's audience 

IpniiMMM iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

| SURVEYS ACROSS U.S. TURNED UP THESE FACTS ON FM 

MOST AUDIENCE 
,.„„„ AVERACE DAILY POPULAR AUDIENCE AUDIENCE AUDIENCE EDUCA- 

= MARKET LISTENING TIME HOURS ACE INCOME OCCUPATION TION 



NEW YORK* 


3 hours 


8-10 p.m. 


37,5 years 
average 


49.2% between 
$7,500 and 

\A QQQ 


54.7% 
professional 
or executive 


46.8% 
college 
graduate 


SAN DIEGO* 


31.7% listened 
3-6 hours 




96% adult 


75.8% between 
$4,000 and 
13,000 


33.5% 
professional 
or executive 




SAN FRAN* 


6.6 hours 


6-9 p.m. 


34 years 


$8,800 average 




60.1% 
college 
graduate 


PHILA.** 


5 hours 






$9,000 average 


63.7% 
professional 
or executive 


68.2% 
college 
graduate 


MINN.- 

ST. PAUL*** 


3.5 hours 




59% in the 
21-40 ransre 

mm 1 • sj lull C. V 


$7,800 average 


63.5% 
professional 
or executive 


60% 

college 

graduate 


DETROIT! 


5.3 hours 


5-11 p.m. 


43 years 
average 


46.8% between 
$7,501 and 
15,000 


37% 

professional 
or executive 




HOUSTON* 


2.1 hours 
(median) 


6-9 p.m. 


37.3% in the 
35-49 range 


47% between 
5,000 and 
14,999 


31.8% 
professional 
or executive 


21.7% 
college 
graduate 


U.S. i 




6-9 p.m. 


37% in the 
35-40 range 


49.6% between 
$5,000 and 
10,000 







— 



The fm audience is a quality audience and a faithful one, 
the figures above show. Average daily listening time is, in 
most markets covered, higher than audiences to am radio, 
although direct comparisons are not always possible with 
the above figures. The most popular listening time is at 
night in contrast to am radio where daytime is the most 
popular time. Fm seems to filter out the younger audience, 

SOURCES: " Tulse 1959-60. *■ WFLN. ••• WXOL-FM Summer 19?9. 
TIOXAL ASSOCIATION OF FM BROADCASTERS. 



who are not generally interested in the type of music pro- 
grammed on fm stations nor the high fidelity sound. Average 
income of fm listeners is well above the population as a 
whole. As for occupation and education, it can be seen that 
higher than average percentages hold professional and ex- 
ecutive jobs and are college educated. 

t Mlrket opinion reseirch July 1959. t Compiled from rtrlous dita by NA- 



.m 
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...in Cleveland WHK is No. 1 The monthly game of 

musical chairs — to sec who's first — has taken a dramatic 
new turn. Thanks to Metropolitan Broadcasting Corpora- 
tion's new orchestration of service, news and showman- 
ship, WHK now accompanies your selling message with 
Cleveland's largest audience.* The score is available from 
Blair, or General Manager Jack Thayer (EXpress 1-5000). 



A mtmtion of thm Met ropo/if *n Bro~mdc**t inf Corpottt ton 



WHK 



Cleveland 



f 






QUi matgicu lime pviKXli Jirtuar; MJfCh, 1V60 




FM BASICS 



What is the fm penetration picture in major radio markets 



lllllllll! 1 " 1 .Iffllllllll MHI'ltll n ' 

Fin penetration and homes in am radio markets 



1 


% Fm homes No. of 
City are to am homes fm homes 


City 


% Frn homes 
are to am homes 


No. of 
fm homes 


= 


Albanay, \. Y. 33.1 


68,600 


Nashville 


11.8 


12,300 


= 


Bakersfield, Calif. 32.4 


151,600 


New Orleans 


24.1 


59,700 




Baltimore 27.9 


124,400 


New York 


56.7 


2,473,100 


| 


Boston 50.1 


465.000 


Norfolk-Tidewater 


29.4 


62,400 


I 


Buffalo 34.8 


134,500 


Omaha-Council Bluffs 


12.4 


15,700 


= 


Chicago 42.4 


819,400 


Orange County, Calif.** 


39.1 


133,200 




Cincinnati 26.9 


90,800 


Philadelphia 


36.3 


447,900 


= 


Cleveland 36.1 


187,300 


Pittsburgh 


30.1 


203,600 


| 


Columbus 37.4 


71,500 


Portland, Ore. 


46.1 


123,300 


1 


Dallas-Fort Worth 20.7 


55,700 


Providence 


35.1 


72,900 




Denver 37.4 


88,900 


Richmond 


28.1 


30,100 




Houston 30.6 


108,800 


Rochester, N. Y. 


41.9 


75,000 




Indianapolis* 23.0 


187,557 


Sacramento 


26.1 


36,000 




Kansas City 29.5 


94,700 


San Antonio 


17.1 


29,500 




Los Angeles 48.9 


1,066,800 


San Bernardino-Riverside, Calif. 


23.7 


18,800 




Miami 31.7 


76,500 


San Diego 


39.4 


119,800 




Milwaukee 22.1 


66,700 


San Francisco 


47.3 


417,800 




Minneapolis 16.9 


69,600 


Syracuse, N. Y. 


24.1 


46,200 








Trenton, N. J. 


32.9 


23,400 




Source: Pulse, February, 1960. Homes are fm penetration or am Fulse homes. 
•Walker Research eo-ineidental telephone survey, includes Marion County Pius 


Washington 


40.3 


229,700 




49 outside counties. **Oranee County, Calif, is also included in Los Angeles 
totals; Westchester County. K. Y. is included in the N. Y. totals. 


Westchester County, N. Y.** 


61.4 


140,400 



li 
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Fm radio production, sales and stations made substantial gains in 1959 
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Production, sales and stations during past decade 
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- FM LICENSES 
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1950 51 52 S3 54 55 56 57 56 59 




Source. Granco Products, Inc. Note: Electronic Industries reports 541,000 fm sets produced in 1959 
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Quality 

CD 



US1C 



Stations 



The New Dimension In Radio 
I In Major Markets 

iese are your Quality Music FM Stations 

. . . Delivering the largest single Quality market in America 

. . . The Fine Music audience, most influential, most efficient 
and most responsive. 

is market now represents over one quarter of ALL U. S. 
nilies. The fastest growing advertising audience today 
. reached most effectively through Quality Music pro- 
ims. An audience which cannot be duplicated with any 
ler broadcast medium. Loyal and receptive Quality Music 
'dience listening averages 3 hours per day, 4 days per week. 

'Sponsive: Quality Music audiences are pace setters at 
k age of acquisition and are able to buy. Quality Music 
vertisers have found this audience to be most responsive 
well-directed appeals. 

w Cost: Because the medium is young and growing fast 
lality Music Stations offer the chance to establish time and 
dience franchises at extremely favorable low cost. Any 
alker-Rawalt office listed below can give details on these 
tions. We hope you will contact them soon. 



Chicago 


WFMF j 


1 no A nrVA 1 ft o 

los Angeies 


VODU 

KUBH 


Philarlolnhia 


WIN 


Boston 

uuo tun 


WXHR 
ii Ann 


New York 


WRFM 


San Francisco 


KDFC 


Detroit 


WLDM 


Cleveland 


WNOB 


Pittsburgh 


WKJF 


Houston 


KFMK 


Seattle 


KLSN 


Kansas City 


KXTR 


St. Louis 


KCFM 


Buffalo 


WEBR-FM 


Cincinnati 


WAEF-FM 


Tampa-St, Petersburg 


WTCX 


Indianapolis 


WFBM-FM 


Minneapolis 


KWFM 


Birmingham 


WSFM 


Louisville 


WLVL 


Baltimore 


WFMM 


Oklahoma City 


KYFM 


Lansing 


WSWM 


Omaha 


KQAL 


Sacramento 


KM 



National Representative — WALKER-RA WALT COMPANY, INC. 



»_York 

Madison Ave. 
i York 1 7 
"«y Hill 3-5830 



Ch 



icago 



360 N. Michigan Ave. 
Chicago, III. 
Andover 3-5771 



Boston 

100 Boylston St. 
Boston, Mass. 
Hubbard 2-4370 



Los Angeles 

672 S. Lafayette Park PI. 
Los Angeles, Calif. 
Dunkirk 2-3200 



San Francisco 
260 Kearney St. 
San Francisco, Calif. 
Cxbrook 7-4827 
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FM BASICS 



FM penetration continues to climb in major metro-area markets 



Percent 



I960 v* 1953. percent of homes -with fin receivers 
56.7 



50.1 



W.9 



12.4 



10.6 



38.6 



34.2 



24.8 



19.">3 

.New 



Percent increase 

S"«!M*e: I'ukr. Inc. fn; ppnMrall'in in am horn 



I960 
York 



39.7^ 



1953 

Chicago 
24.0^ 



I960 



1953 1960 
Boston 
102.0^ 



What advertisers are currently investing in fm radio 



1953 1960 
Los Angeles 
26.79c 



Blue 

P0XTI AC 

SINCLAIR RFFINING 

( IN/ WO VERMOUTH 

Tl BORG BEER 

MR FR\.\( L 

CAPITAL Mill INKS 

J VPAN MR LINKS 

UNION I'ACII 1( RMLROM) 

LAW IN PARFUMS 

I RIGID VIRE 

G) VICRYL I LI A TRK 

HERTZ Rl M \ ( VII 

( MILLNG BMW ING ( (). 

TIML 



chip accounts are amoii£ fm advertisers 



READER'S DIGEST 
V i, P FOOD STORES 
HAMILTON WATCHES 
BALDWIN PIANO CO. 
ESSO 

lil DWEISER PEER 

ALl MINIM CO. OF VMER1CV 

ENCVCLOPEDI V BRIT VNNICA 

RYIU TOE 

REX ALL DRUG CO. 

McC ALL'S PUBLICATION'S 

FORD MOTOR fO. 

CHRYSLER MOTORS 

HI RGERME1STER RREWIXG 



BOAC 

I XI TED V1RLINES 
ROOTES MOTORS 
HOSE S LIME JUICE 
RY-KRLSP 

SCIIWEPPE'S TONIC 
DANISH BLUE CHEESE 
DINERS - CLUB 
SOUTHERN PACIFIC RR 
GOODYEAR STORES 
PEPSI -COLA 
STEIN WAY PIANO 
GRACE LINES 
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AIR MEDIA BAM' 



VILLIAM PENN, 37 FEET TALL, SURVEYS PHILADELPHIA FROM ATOP CITY HALL, BUILT IN 1871 PRECISELY WHERE HE DECIDED 190 YEARS EARLIER IT OUGHT TO BE. 

Worthwhile In Philadelphia Wherever they go, Philadelphians 
jare surrounded by history. They see it as made, in shrines that breathe life. They 
;hear it in the making . . . via public affairs service which has differentiated WIP 
;from other Philadelphia radio stations for 38 years. Example: "World in Per- 
spective," new problem-facing documentary series, scrutinizing local, national, 
| (international situations. "WIP" typifies Metropolitan's blending of traditional 
With new concepts, which have created growing audiences for WIP service . . . 
land your story ... in Philadelphia. 



ion of the Metropolitan Broadcasting Corporation. Harvey L. Glascock, V.P. & General Manager. H. D. (Bud) Neuwirth, Sales Director. Represented nationally by Edward Petry. 
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SPENDING AND COSTS 



131 1 



Total ad investment in radio, 1958-59 



Here's what advertisers 
spent in network, spot, 
local radio during 1959 



1959 



1958 





Millions 


Per cent of all 
advertising 


Millions 


Per cent of all Per cent change 
advertising '59 vs. '58 


Total 


S638.0 


5.8 


S615.7 


6.0 


+ 3.6 


Network 


50.0 


0.5 


57.9 


0.6 


-13.6 


Spot 


198.0 


1.8 


189.6 


1.8 


+ 4.4 


Local 


390.0 


3.5 


368.2 


3.6 


+ 5.9 



^ Source: McC ann - E ricks on ri« Printers Ink. 



Spot radio time sales were up 2.8% in 1959 



ini +• 



1951 1952 1953 1954 1955 1956 1957 1958 *1959 

| $119,559,000 $123,658,000 $129,605,000 $120,168,000 $120,393,000 $145,461,000 $169,511,000 $171,939,000 $176,782,000 

^ Source: Figures above relate to station income rrom time sales only, after rate discounts but berore commission to reps, agencies. Source of all firures is FCC. 
= except 1959. "Price Waterhouse estimate via SRA. 

IttMMa^i^HIHHi^BHHkWaWHHMHHaMaVHWMa^HM 

Radio rates in the top 150 markets were up less than 1% in 1959 

Rate changes in top 150 markets. November 1958 ▼•>. 1959 

p % Increase 

m 3.0 2.8 



2.5 



2.0 



1.5 



1.0 



0.5 



0.9 1 .0 1 .1 



0 9 1.0 0.9 1.0 

0.8 ML jm m 0.8 

III. 111111111 



Markets 



20 



30 



150 



40 50 60 7 0 80 90 100 110 120 130 140 
The above chart, based on the Katz Agency's "Spot Radio Budget Estimator." reflects a slight radio rate increase in 1959. 
For comparison purposes, a weekday schedule of 12 one-minute announcements per week for 13 weeks in prime time < 7-9 am 
& 4-7 pml was utilized. All market groups are cumulative, e.g., top 10 plus next 10 equals top 20, etc. 
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WROC-TV 

ROCHESTER, NEW YORK 



First in Neio York State's 3rd largest 
market. Delivering 29.4 Jo more net weekly 
circulation than the second station. 



Net Weekly Circulation* 


WROC-TV 


244,500 


• Station X 


188,900 



*ARB June 1960 



NBC -ABC — CHANNEL 5 • ROCHESTER 



|5L OF SERVICE 



WROC-TV CHANNEL 5 NBC-ABC ROCHESTER, N.Y. • A TRANSCONTINENT STATION 

Represented by 



WROC-FM, WROC-TV, Rochester, N. Y. • KERO-TV, Bakersfield, Calif. 
WGR-FM, WGR-AM, WGR-TV, Buffalo, N. Y. • KFMB-AM, KFMB-FM, » A ~ A 
KFMB-TV, San Diego, Calif. • WNEP-TV, Scranton-Wilkes-Barre, Pe n n. The Original Station Representatn 



[Edward I Pctry A (Co., Inc.) 



SANSCONTINENT TELEVISION CORP. • 380 MADISON AVE., N.Y. 17 

ust 1960 75 
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RADIO 



SPENDING AND COSTS 



These were spot radio's top 100 spenders in 1959 



Willi Illl! IHIH 



i 



Net expenditures in spot radio 



DA M V 
KAN Ik 


TAkJDAUV 
CUMrANT 


RA8-ESTIMATED 
EXPENDITURES 


RANK 


COMPANY 


RAB-ESTIMATED 
EXPENDITURES 


1. 


Ford Motor Co.* 


S7,280,000 


50. 


Time, Inc. 


$ 


720,000 


2. 


R. J. Reynolds Tobacco Co. 


4,800,000 


52. 


Stanback Co., Ltd. 




715,000 


3. 


Chrysler Corp. 


4,129,000 


53. 


P. Ballantine & Sons 




710,000 


4. 


General Motors Corp. 


4,115,000 


53. 


Philip Morris, Inc. 




710,000 


5. 


Anheuser-Busch, Inc. 


3,683,000 


55. 


General Foods Corp. 




705,000 


6. 


Liggett & Myers Tobacco Co. 


3,600.000 


56. 


Greyhound Corp. 





700,000 


7. 


P. Lorillard Co. 


3,100,000 


57. 


Pabst Brewing Co. 




675,000 


8. 


The American Tobacco Co. 


3,090,000 


58. 


The Florists' Telegraph Delivery 


Assn. 


665,000 


9. 


Jos. Schlitz Brewing Co. 


2,710,000 


59. 


General Cigar Co. 




660,000 


10. 


Sinclair Refining Co. 


2,500,000 


59. 


Interstate Bakeries Corp. 




660,000 


11. 


Carling Brewing Co., Inc. 


2,000,000 


61. 


The Chattanooga Medicine Co. 




650,000 


11. 


Thomas Leeming & Co., Inc. 


2,000,000 


61. 


Langendorf United Bakeries, Inc. 




650,000 


13. 


Bristol-Myers Co. 


1,900,000 


61. 


W. F. McLaughlin & Co. 




650,000 


14. 


Texas Co. 


1,840,000 


64. 


Sun Oil Co. 




625,000 


15. 


Cbesebrough-Pond's, Inc. 


1,670,000 


65. 


American Home Products Corp. 




616,000 


16. 


B. C. Remedy Co. 


1,600,000 


66. 


Standard Oil Co. (Indiana) 




610,000 


16. 


Fels & Co. 


1,600,000 


67. 


Phillips Petroleum Co. 




605,000 


18. 


Beneficial Finance Co. 


1,578,000 


68. 


Household Finance Corp. 




600,000 


19. 


Eastern Air Lines, Inc. 


1,500,000 


69. 


General Mills, Inc. 




594,000 


19. 


Northwest Orient Airlines 


1,500,000 


70. 


The Mennen Co. 




590,000 


19. 


Shell Oil Co. 


1,500,000 


70. 


Nestle Co., Inc. 




590.000 


22. 


Plough, Inc. 


1,420.000 


72. 


International Harvester Co. 




583,000 


23. 


Campbell Soup Co. 


1,400,000 


73. 


Foster-Milburn Co. 




580,000 


24. 


Ralston Purina Co. 


1,352,000 


74. 


Skelly OU Co. 




564,000 


25. 


American Airlines, Inc. 


1,311,000 


75. 


John Morrell & Co. 




560,000 


26. 


Continental Baking Co., Inc. 


1,215,000 


76. 


National Airlines, Inc. 




550,000 


2". 


Esso Standard Oil Co. 


1,200,000 


76. 


Piel Bros. 




550,000 


28. 


The Firestone Tire & Rubber Co. 


1,100,000 


76. 


Seaboard Finance Co. 




550,000 


28. 


Miles Laboratories, Inc. 


1,100,000 


79. 


Massey-Ferguson, Inc. 




535,000 


30. 


Metropolitan Life Insurance Co. 


1,070,000 


80. 


American Bakeries Co. 




515,000 


31. 


The Gillette Co. 


1,059,500 


81. 


Hills Bros. Coffee, Inc. 




510,000 


32. 


Sterling Drug, Inc. 


1,025,000 


82. 


Wm. Wrigley Jr., Co. 




500,000 


33. 


Cities Service Co. 


1,000,000 


83. 


Burgenneister Brewing Corp. 




495,000 


33. 


Standard Brands Inc. 


1,000,000 


83. 


United Biscuit Co. of America 




495,000 


35. 


Tetley Tea Co., Inc. 


975,000 


85. 


Tea Council of the U.S.A., Inc. 




484,000 


36. 


The F. & M. Schaefer Brewing Co. 


940,000 


86. 


Lucky Lager Brewing Co. 




475,000 


37. 


Trans World Airlines, Inc. 


925,000 


87. 


Duquesne Brewing Co. of Pittsbur, 




455,000 


38. 


Pharmaco, Inc. 


910,000 


88. 


Canada Dry Corp. 




450,353 


39. 


The Borden Co.** 


900,000 


89. 


General Baking Co. 




450,000 


39. 


Theo. Hamm Brewing Co. 


900,000 


89. 


The Bon Ami Co. 




450,000 


41. 


The Cream of Wheat Co. 


850,000 


91. 


American Motors Co. 




435,000 


42. 


Clark Oil & Refining Corp. 


820,000 


92. 


Paxton & Gallagher Co. 




420,000 


43. 


Corn Products Refining Co. 


800,000 


93. 


S.S.S. Company 




415,988 


43. 


Liebmann Breweries, Inc. 


800,000 


94. 


Duffy-Mott Co., Inc. 




415,000 


43. 


The Quaker Oats Co. 


800,000 


94. 


Gulf Oil Co. 




415,000 


43. 


Union Carbide Consumer Products Co. 800,000 


94. 


The Pharma-Craft Corp., Inc. 




415,000 


47. 


Studebaker-Packard Corp. 


750,000 


94. 


United Air Lines 




415,000 


48. 


J. A. Folger & Co. 


735.000 


98. 


K.L.M. Royal Dutch Airlines 




410,000 


t9. 


Falstaff Brewing Co. 


730.000 


98. 


The National Brewing Co. 




410,000 


50. 


Shulton, Inc. 


720,000 


100. 


Associated Sepian Products 




407,000 



Source: Radio Adrerttslnf Bureau estimate*. Net spending after discount*. ^Includes dealer organizations. •♦Food product! only. 



BUT 




Yes, some products sell 

VERY WELL in Canada 

without the help of broadcast media ! 



We regretfully admit that not even the 
wonderfully persuasive power of radio and TV 
can compete with the personal touch of an 
ace salesman. But, if personal contact is not 
always possible in the Canadian phase of your 
business, the voice of radio and TV is certainly 
the next best thing. Here's why: 

1. 96% of Canadian homes (and 2,090,000 
Canadian cars) have radios. 

2. 84% of all Canadian homes have TV sets. 
(In nine of Canada's top markets this 
figure is 94%) 



This is the time to turn the power of radio and 
TV loose on your selling job in Canada, because 
the projected Canadian retail sales for 1960 
show an increase of one-quarter billion over 
1959. Canada's is a burgeoning economy, and 
radio and TV offer you an excellent chance to 
hitch your product to the upswing. 

The Canadian Association of Broadcasters 
represents 46 TV stations, and 162 radio 
stations. For information about the ones that 
can serve you best, and most economically, 
contact: 



THE CANADIAN ASSOCIATION OF BROADCASTERS 



Head Office: 108 Sparks Street, Ottawa 4, Canada 



Toronto Office: 200 St. Clair W.. Toronto 7, Canada 
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These are the top billing radio agencies for 1959 



SPENDING AND COSTS 
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ininu ii is sir 



How top 50 air agencies rank in total radio billings (1959) 





P ml 


Agency 


Total radio 
(million $) 


Rank 


Agency 


Total radio 
(millioa %i 




l 


McCann-Erickson 


S18 


26 


F R, C & H 


S2.7 




2 


Aver* 


15 


27 


Grant* 


2.65 


1 


2 


BBDO* 


15 


28 


DCSS 


2.4 




4 


Y & R* 


14 


29 


Compton 


2.3 


1 


5 


Esty 


13.6 


30 


Mogul 


2.2 


1 


6 


D-F-S* 


9 


30 


Tatham-Laird 


2.2 


H 


7 


Campbell-Ewald 


8.7 


32 


Ogilvy, B & M* 


2 


■ 


8 


C & W 


8.5 


32 


McManus, J & A 


2 




9 


\S arwick & Legler 


7.5 


34 


Guild, B & B 


1.9 


3 


10 


EYTRR 


7.3 


35 


Maxon 


1.5 




11 


K & E* 


7 


36 


Bozell & Jacobs 


1.45 


I 


12 


Grev 


6.7 


37 


B & B 


1.4 


g 


13 


SSC&B 


6.4 


38 


Keyes, M & J 


1.3 


8 


14 


Bates 


5 


39 


Honig-Cooper, H & M 


1.2 


i 


14 


F C & B* 


5 


40 


Doyle, Dane & B 


1.15 




14 


DArcy* 


5 


41 


Wade 


1.1 




17 


Gever 


4.5 


42 


D. P. Brother* 


1 


• 


17 


JWT 


4.5 


42 


NC&K 


1 




19 


Gardner 


4.1 


44 


F S & R 


.75 


B 


20 


C D & A* 


4 


45 


Lambert & Feaslev 


.5 


1 


20 


Campbell-Mithun 


4 


45 


Reach-McClinton 


.5 


| 


22 


L & X 


3.8 


17 


E. H. Weiss 


.4 


I 


23 


Xeedham, L & B 


3 


48 


LaRoche 


.35 


. 


24 


Burnett 


2.9 


49 


Parkson 


.3 


| 


25 


W. B. Doner 


2.74 


50 


North 


.2 


| 




lop 1U network ra 


aio agencies 




Top 10 spot radio agencies 




Rank 


Agency 


m Tn¥^t\ cnnt 
1 v 1 dl aDul 

(million $) 


Rank 


Agency 


Total network 
(million $) 


| 


1 


Campbell-Ewald 


S6.2 


1 


McCann 


S16 




2 


Ayer* 


4 


2 


BBDO* 


13 


1 


3 


EWRR 


3.8 


3 


Esty 


11.56 




1 


Warwick & Legler 


3.75 


4 


Y & R* 


11 




5 


C&W 


3 


4 


Aver* 


11 




5 


Y & R* 


3 


6 


D-F-S* 


8 




7 


Estv 


2.04 


7 


SSC&B 


6.4 




8 


Geyer 


2 


8 


K&E* 


6 


I 


8 


McCann 


2 


9 


C&W 


5.5 




8 


Bates 


2 


10 


Grey 


5.45 




8 


BBDO* 


2 

in ,. . muuii* .luiiiiiuiiiiiiiBi 


Figures 
or part 

QDUUIHIUI Ot! 


rarer V. S. billings only. 'Indicates SPONSOR 
or figures. 

IIIIUIIIlllllllMII 1 BIIU1IM MMIMII III UIIU JIII 


estimate for all 

Mill .. . B 
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RADIO J SPENDING AND COSTS 
wo-thirds of all multi-station radio markets show increase in 1958 
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iiiiiiiiiiiiiiiiiiiDiiii i mm 
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lllli JJ 




U. S. m 


arkets with 8 


or more radio stations 






Radio markers 


No. of 
stations in 
operation 


No re 
porting 
$25,000 
or more 


Total 
broadcast 
revenue 
(19581 


Total 
broadcast 
revenue 
<1957) 


Per cent 
change 
'58 vs. '57 


= 
5= 

1 


Allentown-Bethlehem 


8 


8 


1,371,590 


1,190,615 


+15.2 


H 


Atlanta, Ga. 


16* 


16 


3,709,008 


3,561,773 


+04.1 


= 


Baltimore, Md. 


14 


14 


4,616,365 


4,222,600 


+09.3 


= 


Birmingham, Ala. 


11 


11 


2,070,949 


2,022,596 


+02.3 




Boston, Mass. 


17 


17 


8,515,936 


8,104,281 


+05.0 


■ 


Buffalo, N. Y. 


11 


11 


3,512,848 


4,374,261 


-19.1 


= 


Charleston, W. Va. 


8 


8 


1,024,959 


1,077,031 


-04.9 


P 


Chattanooga, Tenn. 


8 s 


7 


1.148.610 


1,126,337 


+01.9 


§§ 


Chicago, III. 


27 


26 


20.609,002 


20,827,663 


-01.1 


| 


Cincinnati, Ohio 


8 


7 


4,736,534 


4,733,963 


+00.06 




Cleveland, Ohio 


9 


8 


5,429,889 


5,519,831 


-01.7 


1 


Dallas, Tex. 


8 


8 


3,332,516 


3,370,520 


-01.2 




Denver, Colo. 


18 


15 


3,529,379 


3,629,609 


-02.8 


E 


Detroit, Mich. 


11 


11 


9,418,810 


10,186,376 


—07.6 




Fresno, Cal. 


9 


8 


1,536,522 


1,346,396 


+ 14.1 


= 


Greenville, S. C. 


8 


6 


877,428 


774,465 


+ 13.2 




Houston, Tex. 


11 


11 


3,924.043 


3,950,146 


-00.7 




Jacksonville, Fla. 


11- 


10 


1,433,963 


1,337,168 


+07.2 


-- 


Kansas City, Mo. 


9 


9 


3,870,692 


3,671,805 


+05.4 




Knoxville, Tenn. 


10 


10 


1,429,054 


1,411,544 


+01.2 


Little-N. Little Rock 


8 


8 


1,037,837 


1,011,080 


+02.6 




Los Angeles, Cal. 


28* 


28 


16,279,391 


16,104,901 


+01.0 




Louisville, Ky. 


9* 


8 


2,775,676 


2,847,486 


-02.6 


i 


Memphis, Tenn. 


10* 


9 


2,354,161 


2,525,094 


-06.8 




Miami, Fla. 


14* 


12 


3,542,268 


3,470,544 


+02.0 




Milwaukee, Wise. 


8 


8 


3,686,462 


3,659,282 


+00.7 




Minneapolis-St. Paul 


12* 


12 


4,893,883 


4,748,369 


+03.0 




Nashville, Tenn. 


8 


8 


2,341,691 


2,113,033 


+ 10.8 




New Orleans, La. 


11 


11 


2,304,293 


2,583,230 


-10.8 




New York & N.E. N. J. 


36= 


35 


34,077,986 


32,656,639 


+04.3 




Oklahoma-City, Okla. 


8 


8 


1,930,062 


1,942,094 


-00.7 




Philadelphia, Penn. 


21* 


21 


10,737,009 


10,002,838 


+07.3 




Phoenix, Ariz. 


13* 


12 


2,032,853 


1,758,306 


+15.6 




Pittsburgh, Penn. 


20* 


20 


6,293,870 


6,243,493 


+00.8 




Portland, Ore. 


16 


14 


2,774,280 


2,891,554 


-04.1 




Providence, R. 1. 


11 


11 


2,144,644 


2,132,838 


+00.5 




Richmond, Va. 


8* 


8 


1,725.296 


1,665,522 


+03.5 




St. Louis, Mo. 


14* 


13 


6,320,243 


6,276,375 


+00.6 




Salt Lake, Utah 


9 


9 


1,811.000 


1,744,729 


+03.7 




San Antonio, Tex. 


9 


8 


2,371,983 


2,403,671 


-01.4 


- 


San Bernardino, Cal. 


17 


17 


1,383,524 


765,301 


+80.7 




San Diego, Cal. 


9* 


8 


2,216,394 


2,355,893 


-06.0 




San Fran.-Oakland 


18 


18 


8,173,641 


7,830,944 


+04.3 




Seattle, Wash. 


15* 


14 


3,411,743 


3,342,707 


+02.0 




Shreveport, La. 


9 


7 


1,126,624 


1,258,097 


— 10.3 




Spokane, Wash. 


8 


8 


1,463,896 


1,345,277 


+08.8 




Springfield-Holyoke 


10 


9 


1,038,632 


1,002,467 


+03.6 




Tampa-St. Petersburg 


13 


13 


2,155,754 


1,882,581 


+ 14.5 




Tucson, Ariz. 


9* 


8 


886,505 


756,428 


+ 17.1 




Washington, D. C. 


17 


17 


6,357,609 


6,133,770 


+03.6 




Youngstown, Ohio 


8 


8 


1,564,483 


1,651,496 


—05.3 





The FCC data above is the latest available. Total revenues consist of total time and program sales less commissions. Stations with less than $25,000 time sales 

report only total revenues and total expenses. Stations with total time sales of $25,000 or more, however, accounted for over 99% of the broadcast revenues of p 

the reporting stations. Total revenues consist of total time sales less commissions plus talent and program sales, ff Not all stations in this market operated ~ 

a full year durine 1958. = 
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NETWORK PATTERNS 

Here are some basic facts about the top 10 Pulse radio network shows 



The average program 
ratings and network 
origination of shows 



The audience composition and listeners per 100 homes 



IMMIII 



ill in 



liiiU 



Program 


Men 


Women 


Teens 


Children 


Total 


World News Roundup (8 A.M.) 


82 


78 


5 


6 


171 


News (Townsend) (10 A.M.) 


23 


101 


2 


7 


133 


Arthur Godfrey 


25 


103 


2 


9 


139 


News — Lesueur (9 A.M.) 


25 


100 


3 


8 


136 


News — Lesueur (11 A.M.) 


19 


100 


3 


6 


128 


News — S. Novins (12 Nn) 


23 


101 


3 


7 


134 


House Party 


22 


102 


2 


8 


134 


Garry Moore 


23 


101 


2 


8 


134 


Crosby-Clooney 












Lowell Thomas 


75 


76 


8 


5 


164 


Sports Time (6:55 P.M.) 


76 


76 


8 


5 


165 



mm him 



mi ai 



§§ 


Program 


Network 


Rating 




World News Roundup, M-F, 8 A.M. 


CBS 


4.4 




News Townsend, 10 A.M. 


CBS 


3.8 




A. Godfrey 


CBS 


3.8* 




News — Lesueur, M-F, 9 A.M. 


CBS 


3.7 




News — Lesueur, 11 A.M. 


CBS 


3.5 




News — S. Novins, 12 Nn 


CBS 


3.5 




House Party 


CBS 


3.4 




Garry Moore 


CBS 


3.4 




Crosby-Clooney 


CBS 


3.4* 




Lowell Thomas 


CBS 


3.4 




Sports Time, M-F, 6:55 P.M. 


CBS 


3.4 


ilium 


minium ■ iiiiim ;;iii i iiiiiiiiiiiiiiiiiiM^ 


iii ' • minimi 


iiiiniiiiiiiiiiiiiiiniiii," mm 



mini 



liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiiiim 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 



The distribution of 
the program audience 
by family income 



Program 


Under 
$4,000 
( Lower) 
Percent 


$4,000- 
$5,999 
(Middle) 
Percent 


$6,000 0 

Over 
(Upper) 
Percent 


World News Roundup (8 A.M.) 


33 


36 


31 


News — Townsend (10 A.M.) 


31 


36 


34 


Arthur Godfrey 


34 


31 


35 


News — Lesueur (9 A.M.) 


News — Lesueur (11 A.M.) 


32 


36 


32 


News S. Novins (12 Nn) 


33 


34 


33 


House Party 


34 


36 


30 


Garry Moore 


31 


34 


35 


Crosby-Clooney .... .... 


Lowell Thomas 


32 


36 


32 


Sports Time (6:55 P.M.) 


35 


32 


33 


**Total Sample 

Source: Pulie, Inc., April. 1960. * Highest quarter 
major- market simple area, based on 100 percent. 


29.1 

hour reached. * 


35.7 

' Distribution of 


35.2 

income within 39 



80 
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SPOT RADIO'S CUMULATIVE AUDIENCE 



erage station can reach half the homes in a market weekly 

MMiiininiin 

Pulse cumulative audience data by market 



Boston 
(11 Stations) 
DAILY WEEKLY 



Chicago 
(S Stations) 
DAILY WEEKLY 



Detroit 
(10 Stations) 
DAILY WEEKLY 



AVERAGE 


19.8 


44.9 


26.9 


50.5 


21.7 


41.2 


1 


HIGH 


34.2 


76.1 


47.6 


76.3 


39.3 


70.2 




LOW 


2.9 


6.4 


5.3 


11.2 


2.6 


6.5 






Madison, Wise. 




Memphis 


Milwaukee 






(3 


Stations) 


( 


8 Stations) 


IS 


Stations) 






DAILY 


WEEKLY 


DAILY 


WEEKLY 


DAILY 


WEEKLY 




AVERAGE 


37.5 


65.5 


27.7 


44.6 


30.3 


54.3 




HIGH 


40.4 


69.8 


53.4 


76.8 


44.8 


76.2 




LOW 


32.4 


58.2 


4.9 


10.8 


11.2 


24.1 






New Orleans 




New York 


St. Louis 






(8 


Stations) 


(12 Stations) 


111 


Stations) 






DAILY 


WEEKLY 


DAILY 


WEEKLY 


DAILY 


WEEKLY 




AVERAGE 


27.1 


51.8 


20.0 


43.2 


22.1 


39.9 




HIGH 


45.4 


81.3 


33.5 


71.8 


42.4 


713 




LOW 


4.7 


13.6 


4.1 


10.2 


2.8 


6.7 





The Pulse figures above, taken from 1960 cumulative rating reports, show the percent of different homes that can 
be reached in a market daily and weekly. Included in all markets above, with the exception of New York and 
Madison, are daytime stations which are unadjusted for early sign-off. Madison cumes represent 6 am to 6 pm only 



iiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiwiiiiiiiiiiin 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 



iw a typical station accumulates an early-morning audience 

fcllllllllllllllllllllllllfflSllllffi 

Three-hour cumulative audience, 6:00-9:00 a.m., Mon.-Fri. 1 



Daily 

Average 3 Hr. Cume 
l/ 4 Hr. (6-9 am) 



Weekly 
3 Hr. Cume 
(6-9 am M-F) 



Monthly 
3 Hr. Cume 
(6-9 am 20 Days) 



% Radio 

Homes 

Reached 



2.6 7.1 



11.8 



21.8 



Average 
No. of 
Vi Hours 
Listened 



D 



1 



4.4 



13.2 



28.7 



Source: A. C. Nielsen Co., Feb. -Mar. mijor mirket Utlon. 

inillMIIIIIIIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 
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Igust 1960 '• 
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SPOT RADIO'S CUMULATIVE AUDIENCE 

WUA 3VITAJUMUD 2'OIdAH T0S2 



OtOAl 



Stations reach pr^Wyrtfaknenttfie j^i^nsdji^vrfaftlji nsa noiifiiz 9$b™ 



- illilllll Willi '"t Will* 1llil, • - ■ ■! » ■ IM^MW— «— M^1^H» m 

ItJiKiii y«l clith ^on*jibiiB '>/ilnIuinn-> 'v.lul 
Sta^o^ circulation (percejgjyftf homes reached) iu [( ->jx markets 



YJX33W YJ'AO 



<tnetH!2 8' 
YJX33W YJIAO 



(inmHIJ ft' 
YJX33W Daily tj:/0 



S.H 



f..0r. 



9.<>S 



Da > g.M- 



New Yorl£ 0 " 



lop 



66 



Midi. 



■rri+- 



-rrr- 



-w- 



-43- 



Chicago 



Tup 



-28- 



.Median 



n i L 'i mO c 



51 



.illW OMlblM 30 



l l l li i 



90 



91 



Uousfctk 



YJX33W 



YJIAO Top 



YJ5IHW 



YJIAO 



54TJX33W 



iu-t 



41 - 



YJf*p 

a: 



92 



iS'ew Orle&ns 



8.U 



lop 



Median 



-5&- 



1ST 



•84- 



rrr 



-ft3Tf- 



92 



HftQA 



San Diego 



Tup 



-49- 



-34- 



tiuoj .12 



Median 



TTT 



45 



tflollO w»H 



14 



' I I IU I UU 8 ' 



87 



89 



' tnotH 



YJIAO Top 



YJ*33W 



YJIAO 



5P JX33W 



YJI*« 



89 



_ _____ , IK 

gadio's rapifj [accumulation §f audience is sfc/jwn by Niels£j£{JVCS #2 figuresJSln a week fffc average radio sta\if$\\\ 
gache s a high p e rcont oMk monthly circulation. Weekl y ^eirtulatiun is UM^»jly uiiisidind^ a «u l ion's total rea ^ ^ 

■1" ■ tffl vmfl muffl w®MBnWM)toji "www w^wM'iiiiwvitiaijiwiu • mm ki'ii^jiw. ism<£«.. Mniiga mi. '«rr i 

s but JipY lo imittjfMi *r!l ifli" .»w»ds (-leJitia lis ni bsbisbnl .y!Ji>./ bcs /liuli W^iEiii s ni bv.-ba-jT 1 

wlnn mq d 01 iri£ 0 tn»'Vi«av;i(<ui> nn*ibi-l/ .S&Cit* /(ts^ iol b^iiuibsiiu 51c Hiiil</ -noi!B!» smifrsb sis .ni 'i! i.lt 

Mih 11 c "> p rim nun Nine: p i:iii iiiiihui mir'iiiK in ' iiiik ii. 



Selected stations in five markets, Monday-Friday 

9Dn9ibsB 2nimom-YlTB9 n£ zaifilurnuDDB r.ohste IfiDiqvi fi wc 

6:00 AM— 9:00 AM 

Average Day Weekly 4 Weeks 

Per B C Cum. 3 Hr. Cum. 3 Hr. Cum. 3 Hr. l/ 4 Hrs. 



The radio 

cumulativ e audience 



I S. F. 



Mar.-Apr. 



Det. 



Mar.-Apr. 



\2 



4.4 



8.2 



16.1 



17.1 



12.9 .,£0,1 ,, t , 5 yA 36.0 



29.8 



Feb.-Mar. 



" oVT'*-*' 19.4 mt ? "i0.6 •• H 



52.8 



30.4 



L. A. 



r'eb.-.Mar. 



1L6 



lur 



21.8 



varies by time, «.is 



N. Y. 



Mar.-Apr. 



1.4 



2.6 



4.9 



2 8.7 

oiI)ui|2j5' 



8.1 1 



market ai d station 



I s - F - 

A Det. 



Mar. 



Mar. 



I Chi. 



Feb. 



Uar. 



■ L. A. 



Feb. 



N. Y. 



Mar. 



I S. F. 



Mar 



Det. 



Mar. 



-Ou. 



12:00 Noon — 3:00 PM 



e'jinoll 



Vpr. 



1.0 



2.2 



5.2 



\pr. 



3.8 



8.5 



15.1 



11.1 
30.0 



22.2 



30.1 



3.1 



6.5 



12.4 



23.6 



31.7 



tUr 
\pr. 



1.7 



5.8 



10.6 



20.9 



19.3 



Apr 
Apr 



6:00 PM— fl. OO . PM , 



1.3 



1.6 



4.2 



9.5 



1.8 



11 



9.8 



23.9 



J 29.3 *-iu(»Hiii^ 



I L. A. 



Feb.-Mar. 



5.7 



.2 



.6 



8.9 



1.8 



16.2 htnt^rSl 



3.8 



13.2 



A look at A. C. Nielsen's NSI reports. 8S m ^ 

show a significant difference in ihe % — — '- Mar. Apr. 

three-hour/ cumulative audience on a B 

market comparison basis. . fbwMONWI^^ 



AIR (totftJlAT'fiC 







Per cent 
GREATER 





#eft3 z?. isnnBi 

/y/s/ e/e/y Monday 
to Friday period 
in the Prime 
25-county 
Charlotte 
Marketing 
Area 



WBT averaged 57 per cent greater share of audi- 
ence than its nearest competitor in the Monday to 
Friday ratings. Proof once again that WBT, serving 
the nation's 24th radio market, is the voice of 

fifl i\AT 

{.zboiioq ami] H bni; A luodguoirlj tolurlrntib ,vliw 
M J A e )?aia^,i%(Pi'jfe»nJ<3i<f^ (1)0*1 tun/ [| t . > /tir.nh 
J'!-G JJ .!3gGriEl£ [kiohjO bru: jmbujifl rjiV .teEfifasoN Standard 

J3HHAH3 VT- 
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About Channel 5's Effective, Efficient $4,000 P\i 





ARBITRON 
(10/12-11/8/59) 


NIELSEN 
(Feb.-March, 1960) 


% u^^^ homes 
reached in the N. Y. 
Metropolitan area 
every four weeks. 


84.3% 


83.2% 


Average Frequency 


5 


4.7 



This highly productive plan consists of 27 one-minute 
weekly, distributed throughout A and B time periods, 
details call your Petry representative or Bennet H. K 
Exec. Vice President and General Manager. LE 5-1 

WNEW-TV CHANNE 

New York's Leading Independent Television Station /Metropolitan Broadcasting Corpo 
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TELEVISION 

BASICS 



I 




THIS SECTION of Air Media Basics 
contains seven sub-sections, chock 
full of useful data about the tele- 
vision medium. Included are the 
broad dimensions of tv ; the view- 
ing habits of its audience; facts 
abnat what advertisers spend in 
the network, spot and local sec- 
tors; trends in network program- 
ing, including rating* of the various 
show types and audience compo- 
sition facts; data mi cnloc tv, in- 
cluding a l'ut o\ stations with color 
equipment. Addrd is a brand 
new section on viawiog habits of 
the summer television audience 




JOHNSTOWN, PENNSYLVANIA 



cU>»m liA lo MoiToae ai rr 

jboriS ,<aohdM-<fu< n»vM taiftfe o» 
9ift foods sisb lo)»*if le In) 
»Hi 9U bsbubn! .moib^m ooi tiv 
*W3iy 9&i ; yJ )o tnouasmib bft "id 
elssl ; 93fl»ibus sli io dicfsd I s * j 
ni ba»q< mutovbs Jsdw Jtowfr - '^ 
on Lk>oI bns Joqa t iiowi»n sdlY EARS 

-msiiG^KBROADGASiloING AND PUBLIC 




SERVICE 





M LX. 1/ .JOHNSTOV 

10 tJidtn *niw9iv no noiiosi w»n 

1925 - I960 
93n9tbuc noitiv9i9l i9mm0< 9dt 



si snibabni ,fni 

This year nwks WJAC's thirty-fifth anniversary 
in 'grill Icasfing. A pioneer in AM Radio, FM Radio 
sb a)«Hlieftoi)tt WJAC Inc. is proud to serve the 
\o ?tlfs ^q|j£ u |l| Western Pennsylvania in accordance 
\v^tn*he*industry's highest standards. 

A Jn9mqinp9 mnnn- 

JOHNSTOWN'S /-/ACS / STATIONS 



1 
I 



1949 



1960 
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I TELEVISION J 

L^J DIMENSIONS 

Television homes have passed the 45 million mark 

piiiiiiiiiM 

Per cent and number of U. S. homes owning tv 

| 84% 

1 A. C. Nielsen Co. is source of data 79% 
g below, which show tv ownership 
( during March each year. 



1 % U.S. 
S homes 
= with tv 



IIIIIIIIIIIIIIIIIIIIKI 



m Millions 
W of homes 




1953 1954 1955 1956 1957 1958 1959 I960 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

Northeast region reaches 92% television saturation 

IpMiMlllIM 

Tv saturation by region and county size 

REGION COUNTY SIZE 

HOMES (000) 17,689 



line 



12,339 



Region 

Saturation % 

Source: A. C. Nielsen Co., J»nu«ry 19B0, ch«rt by SPONSOR. 




8,402 



6,383 



88 




6,121 



D 

73 
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^T ELEVlsiO ^j DIMENSIONS 

Networks account for 
2% of total television 
mployment 



tie FCC data at right breaks down tele- 
sion- employment into network, post-freeze 
id pre-freeze periods. During 1951-52 the 
GC put a freeze on issuing grants to study 
e spectrum allocation situation. 1958 is 
e latest data available. 



television industry 
mployment reaches 
lmost 40 thousand at 
be latest count 



§lllllllllllllllllllllllllllllllllllllll 

1 1958 television employment breakdown 1 







Full-Time 


Pjrt-Time 


Total 






3 Networks and 19 owned and operated stations 


11,123 


1,637 


12,760 






94 Pre-Freeze TV stations 


8,709 


918 


9,627 






322 Post-Freeze VHF TV stations 


12,518 


2,192 


14,710 






79 Post-Freeze UHF TV stations 


1,915 


370 


2,285 




fllllllWIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 


lllllllllllllllllllllllllllllll 


llllllllllllllllllllllllllllll 


lllllllllllllllllllllllll 


illlllllllllllllllll 



gllllllllllllllllllllmllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 

1 Television broadcast employment, 1952-1958 



Year 


Full-Time 
Employees 


Part-Time 
Employees 


Totll 

Employees 


1958 


34,265 


5,117 


39,382 


1957 


32,639 


5,519 


37,797 


1956 


30,169 


5,541 


35,710 


1954 


25,324 


4,088 


29,412 


1953 


16,108 


2,103 


18,211 


1952 


12,412 


1,687 


14,099 


SOURCE: 
works and 


Association of Maximum 
stations. 1955 data not 


Service Broadcasters 
available. 1958 is 


and FCC. Includes net- 
the latest year available. 
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i960 began with nearly 500 commercial stations 



'■iiiiiiiiiiiiiiiiiii 
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yiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiM 



Number of stations 1950 I 1952 1 1954 1 1956 | 1958 1 1959 I I960 | 

98 I 109 I 357 I 428 I 481 I 491 | 499 

Source: A. C. Ktelien, January, each year. || 

auiiiiiiiiiiiiiiHiiiiiiniiiiiH^ 
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3 

TELEVISION 



SET PRODUCTION 



i M0I2IV3J3T I 



Over 50 million television sets are now in use in the U. S. 

" - ' ™, iiiiiiiiiiiiiiiiioiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiii^ uiMikmm 



YEAR ENDINC 



Television set production and use — 1946-1960 

NO. OF SETS PRODUCED CUMULATIVE NO. OF SETS PRODUCED TOTAL SETS IN USE 



iniM.f mil 



I960 






*52,600,000 


1959 


6,349,380 


70,480,169 


50,000,000 


1958 


4,920,428 


64,130,789 


47,000,000 


1957 


6,399,345 


59,210,361 


42,700,000 


1956 


7,387,029 


52,811,016 


37,600,000 


1955 


7,756,521 


45,423,987 


32,500,000 


1954 


7,346,715 


37,667,466 


27,300,000 


1953 


7,215,827 


30,320,751 


212,000,000 


1952 


6,096,279 


23,104,924 


15,800,000 


1951 


5,384,798 


17,008,645 


10,600,000 


1950 


7,463,800 


11,623,847 


4,000,000 


1949 


3,000,000 


4,160,047 


1,000,000 


1948 


975,000 


1,160,047 


190,000 


1947 


178,571 


185,047 


16,000 


1946 


6,476 


6,476 


10,000 


H SOURCE: Sets 


produced and cumulative number of sets produced 


from EIA, sets in use estimated by NBC. January 


each year. 'Estimate. 


iBIIIIItlllfflllllBllIllllIlll 
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Television 


set production up 27% 


in 1959 





""WMI'IIIM ii < ! 
Tv 9et production 





Year 


Factory Value 
(000 omitted) 






1947 


$ 50,000 






1948 


230,000 






1949 


580,000 






1950 


1,350,000 






1951 


956,986 






1952 


1,049,000 






1953 


1,230,298 






1954 


1,028,540 






1955 


1,071,020 






1956 


938,596 






1957 


832,747 






1958 


667,899 






1959 


896,405 






Source". KIA fact book, 


1888 




a 


niiiiwiwiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinii 


iiiiiiiiiiiiiwiniiiwiiiiiiiiiiiniiiiiiiiiiiiiiiiii 


mi 



HiiHiijj gJjiiiiHii ii ■ imiiiiiii'iiiiiihwm mm mmmmmmmmmm mmmrmn iniiuiii 1 i a n 1 mat: 

Tv. set production by type and share 



RlUtns 
•I liitt 

I 

m J 



How television 
retail sales have 
climbed over a 
seven year period 



I 



□ rim-tint 
HiTailt fitUHt 



□ Cnsil« 



4J » 

M EIA fact book, 19(!0 



51 H 5J «... 55 it 51 51 5! 



Miiiiiiiiiiiiniiniiiiiwiiiiwimiiiiiiiiiiiniiiii 
Mwiiiitiiiiiiiiiiiiiiiiiiiaiiitiiiii 



iiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiwiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiy 
iiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiniiw 



Year 


Tv 

Table and 
portable 


sets sold by typ 

Console 


e 

Phono -comb 


Total 


1953 


2,904.135 


3,225,191 


211,245 


6,370,571 


1954 


4.007.040 


3,183,584 


126,410 


7,317,034 


1955 


4.217,653 


3,090,828 


112,603 


7,421,084 


1956 


4,206,606 


2,518,176 


80,001 


6,804,783 


1957 


3,976,961 


2,486,412 


96347 


6,560,220 


1958 


2,936,321 


2,080,999 


122,762 


5,140,082 


1959 


3,361,406 


2,224,762 


162.508 


5,748,676 


Source: EIA 


ract book. 1960 
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VIEWING HABITS LZ-J 

l j -l it c * |fi*tob ni npiiwoqmoD aDnajbuB jhowten z'fioftnrsfsi dmittffaiM 
he daily U. d. television audience hour oy nour * 



„ , Homes using tv per average minute, Summer and UKfofyer 

?».ot- n-oe M-gf ff.ti c f . a o a ' Tooo) 



iiT T H 



tfS.Ot Xt.i itt.9 .\*3.fr 
Daytktte, Mtrfday-Fitiday 8.3 



.\°e> . v ?e.or m 

it a August. '»5S . 

*' % ^ £ (000) ' 



Jnsotsl February, 1960 

% (000) 



V«,3 eev.e 



33£,£ w.s 



ves,s 2 ^8.e 
oee.s *8sr,e 



1,06# 



I'.'l 411., 

2,215 



■WW™ 

a nr u 



-13- 



-U- 



-44- 



am 



e.a 



3.8 



S.V 



a.t 10.9^-6 



-M- 

E E 4.8511 



Jnssiul 



14.7 



6,644 



ssoe eo£^ 



eee.s 
etc. 



«> s 6,45# 
ese.r i 



UJcT 



7,865 



LQl LL 



a r 



f nt 



U,dll 
-U M- 



22.6 



10,215 



e.v 



21.8 



9,701' 



26.6 



12,023 



513 



oee* ntr.t 



srv.s Ko.3 



9,212 



24.3 



10,984 



c.rf 



18.5 



8,233 



23.3 



10,532 



3-l Et 



pm 



18.0 



8,010 



23.3 



10,532 



4-5 pm 



21.0 



9,345 



27.2 



12,294 



5-6 pm 



23.7 



10,547 



36.7 



16,588 



Evening, Sunday-Saturday 



6-7 pm 



27.1 



12,060 



48.7 



22,012 



7-8 



pm 



33.0 



14,685 



61.7 



27,888 



8-9 pm 



42.7 



19,002 



68.0 



30,736 



9-10 pm 



49.2 



21,894 



67.6 



30,555 



10-11 pm 



45.4 



20,203 



55.7 



25,176 



11-12 m 



26.2 



11,659 



29.9 



13,515 



12 m-1 am 



14.0 



6,230 



16.7 



7,548 



The chart above, prepared by the A. C. Nielsen Co., shows both percent and total homes using television sum- M 
mer and winter. Eastern and Central Time Zones: New York time, Pacific Time Zone: local time. 
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Nighttime television's network audience composition in detail 
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If 

Male and female viewing by seven age groups in thousands 

1 Total 



N. Y. Time 


Viewers 

(000) 






Under 
6 


6-12 


13-17 


18-29 


30-39 


40-49 


0»er 49 






Percent 


M 
F 


4.4% 
3.7 


10.9% 
9.6 


4.3% 
4.4 


4.6% 

6.8 


6.3% 
8.1 


6.3% 
7.0 


10.6% 
13.0 


7:30- 8:00 PM ■ 






















53,416 


Total 


M 
F 


2,350 
1,976 


5,822 
5,128 


2,297 
2,350 


2,457 
3,632 


3,366 
4,327 


3,366 
3,739 


5,662 
6,944 






Percent 


M 
F 


4.2 
3.3 


11.0 
9.7 


4.0 
4.0 


4.7 
7.2 


6.8 
8.6 


6.5 
6.9 


10.6 
12.5 


8:00- 8:30 PM 






















58,463 


Total 


M 
F 


2,455 
1,929 


6,431 
5,671 


2,339 
2,339 


2,748 
4,209 


3,975 
5,028 


3,800 
4,034 


6,197 
7,308 



Percent 



M 

F 



8:30- 9:00 PM 



60,393 



Total 



M 

F 



3.1 


10.1 


4.5 


5.2 


7.6 


7.2 


10.3 


2.5 


8.4 


4.2 


7.5 


9.4 


7.8 


12.3 


1,872 


6,039 


2,718 


3,140 


4,590 


4,348 


6,220 


1,510 


5,073 


2,538 


4,529 


5,677 


4,711 


7,428 



Percent 



9:00- 9:30 PM 



61 < 147 T0t3. 



M 


2.1 


7.1 


4.1 


5.5 


8.5 


7.6 


11.3 


F 


1.8 


6.3 


4.2 


8.7 


10.8 


8.5 


13.5 


M 


1,284 


4,341 


2,508 


3,363 


5,197 


4,647 


6,910 


F 


1,101 


3,852 


2,568 


5,320 


6,604 


5,197 


8,255 



Percent 



9:30-10:00 PM 



60,273 



Total 



M 


1.6 


5.3 


3.9 


5.1 


8.2 


7.3 


13.3 


F 


2.1 


4.4 


4.4 


8.7 


10.9 


9.3 


15.5 


M 


964 


3,194 


2,352 


3,074 


4,942 


4,400 


8,016 


F 


1,266 


2,652 


2,652 


5,244 


6,570 


5,605 


9,342 



Percent 



10:00-10:30 PM 



50,839 



Total 



M 


1.1 


4.4 


3.8 


6.1 


9.6 


8.2 


14.1 


F 


1.3 


2.9 


4.1 


9.2 


11.1 


9.5 


14.6 


M 


559 


2,240 


1,931 


3,100 


4,881 


4,169 


7,168 


F 


661 


1,474 


2,084 


4,677 


5,643 


4,830 


7,422 



* 



Percent 


M 
F 


0.9 
1.0 


3.4 
1.9 


3.4 
3.4 


5.7 
8.9 


10.3 
11.1 


8.1 
10.0 


15.3 
16.6 


10:30-11:00 PM 

27,681 T . . 
* Total 


M 
F 


304 
360 


1,218 
803 


1,052 
1,135 


1,689 
2,547 


2,657 
3,073 


2,270 
2,630 


3,902 
4,041 


The invaluable dimension of audience composition has been ex 


panded as 


part of 


American 


Research 


Bureau's 


many new 



services. Going beyond the usual men, women and children breakdown, these new data assort the male and female audience 
into seven age groups, a total of fourteen classifications. In addition to the percent of viewers within each breakdown the 
above data contain total viewers. Based on the April 1960 ARB National report, local time, Sunday through Saturday. 
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Male and female viewing by seven age groups in thousands 

Total ,1 



Under 



N. Y Time 


(000) 






6 


6-12 


13-17 


18-29 


■ 30-39 


40-49 


Over 49 


8:00- 9:00 AM 




Percent 


M 

r 


16.1 
14.9 


6.1 

5.3 


6.1 
2.6 


1.1 
5.1 


1.5 
5.3 


3.6 
10.1 


9.9 

16.8 


(C8S, N8C) 


8,533 


Total 


M L 


1 tIA 

1 ,J #4 


H91 
□Z 1 


1 97 

Ml 


Oil 

94 


110 


307 


O ilC 

843 




F \ 


1,271 


452 


221 


435 


452 


862 


1,434 


9:00-10:00 AM 


No Network Servic'e 
















10:00-11:00 AM 


i 
i 


Percent 


M 

F 


\ 8.0 

y.7 


5.1 
4.6 


1.2 
1.9 


0.6 
10.3 


1.5 
16.6 


1.5 
13.8 


5.4 
21.8 


(CBS, N8C) 


4,37j3 


Total 


M 


i 350 


223 


53 


26 


65 


65 


236 




F 


i 997 


201 


0.9 

03 


a cn 
430 


790 

72 b 


cnA 
604 


nCA 
904 






Percent 


M 


10.5 


4.6 


0.8 


1.0 


1.5 


1.5 


6.1 


11:00-12:00 




F 


10.9 


5.2 


2.2 


12.2 


14.1 


10.2 


19.2 


(C8S, NBC) 


9,763 


low 


M 

r 


1,025 

1 fife 4 

1,004 


449 
3U8 


78 

91 C 
213 


98 

1 1 an 
1,190 


146 

1 977 
1,3/7 


146 
996 


596 

1 07C 

1,875 


12:00- 1:00 PM 




Percent 


M 

F 


.7.1 
6.5 


6.4 
6.5 


2.1 
2.7 


2.8 
13.2 


2.8 

15.4 


2.1 
9.0 


6.6 
16.8 


(A8C, C8S, N8C) 


11,018 


10 111 


M 


782 


^ 705 


231 


309 


309 


231 


727 




F 


/lb 


71 c 
. /ID 


4AQ 


1 AK.A 
1,434 


1 em 
1,69/ 


992 


1 OC1 

1,851 


1 :00- 2 :00 PM 




Percent 


M 

F 


3.3 

1 Q 
1 .0 


5S 

9 9 


1.1 
9 5 


1.1 
n 1 


2.5 

11 Q 
1 1.0 


2.0 

m 9 
I U.J 


10.9 

97 11 

2/.8 


wot — I :uu* I :ju 
CBS — 1:30-2:00) 


3,355 


Tntal 
1 Hill 


M 

F 


111 

61 


188 

7ll 

74 


36 
84 


36 
573 


84 
396 


67 
346 


366 
933 


2:00- 3:00 PM 




Percent 


M 

F 


3.7 
4.4 


3.9 
5.0 


0.4 
3.9 


1.2 
14.6 


1.1 
15.9 


2.4 
9.7 


8.0 
25.8 


(A8C, C8S, N8C) 


8,635 


Total 


M 


320 


337 


35 


104 


95 


207 


690 




F 


ton 


Alt 

4Jz 


JJ/ 


1,zb1 


1,611 


090 

838 


2,227 


3:00- 4:00 PM 




Percent 


M 

F 


3.5 
4.4 


4.7 
4.7 


1:7 

34; 


1.5 
15.9 


0.9 
13.6 


1.9 
10.4 


9.8 
23.6 


(ABC, CBS, NBC) 


9,350 


Total 


M 


327 


a An 
440 


1 CO 


140 


04 


17Q 


111 c 

91 0 




F 


412 


440 


318 


1,487 


1,270 


973 


2,206 




























Percent 


M 


5.3 


8.8 


5.2 


2.1 


1.4 


1.9 


5.6 


4:00- 5:00 PM 




F 


6.1 


11.3 


10.6 


11.1 


10.4 


9.1 


11.1' 


(A8C, C8S, N8C) 


13,103 


Total 


M 


695 


1,153 


681 


275 


184 


249 


. 734 




F 


799 


1,481 


1,389 


1,455 


1,363 


1,191 


1,454 


5:00- 6:00 PM 




Percent 


M 


11.8 


19.8 


6.7 


2.1 


1.6 


1.4 


2.9 


(ABC, 5.00-5:30 




F 


10.4 


19.6 


8.2 


4.0 


4.1 


3.1 


4.3 


ABC, C8S N8C. 


9,173 


Total 


M 


1,082 


1,816 


615 


193 


147 


129 


266 


5:30-6:00) 


F 


954 


1,797 


752 


367 


376 


284 


395 


The invaluable dimension of audi 


ence composition has been expa 


nded as 


part of 


American 


Research 


Bureau's 


many new 



services. Going beyond the usual men, women and children breakdown, this new data assorts the male and female audience 
into seven age groups, a total of fourteen classifications. In addition to the percent of viewers within each breakdown the 
above data contain total viewers. Based on the April 1960 ARB National report, local time, Monday through Friday. 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiii i iiniiniiHiii i' 



! 



II IIIIIIIIIIH 



IWIMr II 



-gust 1960 



93 



TELEVISION J VIEWING HABITS 



£ 



2TI8AH OWIW3IY I M0«tVli3 



^TELEVIS^O^ 

Estimated spot telev^^fmiflK^WoVrBiajhfi the^o^^^i^lni^^ 



iiiii!!iiiiiiniiiii!iiiiin i:iii«iiiiiiiiiiiiiiiiiiiii!iiiiiiiiiiiiiiiiiiii;;;wiim iniiiiiniiiiiii miiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiii lima iiiiiiiiiiuiii . niuiii i> i 



wait 



ii>iiB«!ijoiit 111 4<]iioi2 *>i>u n-*fi* rtl sniwM/ -iluurt) hut: «>IbK 
Untluplicateo homes reached in four weeks |t)oT 
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Tota? Gomes 



a.e 
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e.r 
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r.r 
r.e 
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r.3 
t.2 
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2t8 
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tst 



esr 
set 
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vtr 
rss 
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set 
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80 
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tot 

Ml 



eo 
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0.7 
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is. 

63 
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tv (SE 
1 
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of homes 
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3.ES 



e.r 
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l TEUVISION J VIEWING HABITS 

How the network television audience varies by program type 
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Drama 
half-hour 1 


Drama 
our or more 


Variety, 
Comedy, 
Music 


Situation 
comedy 


Adventure 


Mystery, 
Crime, 
Police 


Western 
drama 


Quiz 
and Panel 


Rating 


10.0 


l/.U 


16.9 


oa n 


1 C A 

15.4 


17.2 


19./ 


in a 
1/.4 


Type of 


Adult 


44 


40 


50 


33 


42 


40 


41 


57 


Home 


Adult-teen 


10 


12 


10 


11 


12 


14 


12 


8 


Adult-teen-cluld 


13 


15 


11 


17 


14 


14 


14 


10 




Adult-child 


33 


33 


29 


39 


32 


32 


33 


25 


Audience 


Men 


0.67 


0.78 


0.76 


0.64 


0.83 


0.84 


0.84 


0.74 


Composition 


Women 


1.04 


1.03 


1.07 


0.91 


0.87 


0.97 


0.91 


1.08 




Teenage 


0.18 


0.15 


0.13 


0.20 


0.21 


0.18 


0.17 


0.09 




Child 


0.35 


0.39 


0.33 


0.83 


0.48 


0.33 


0.56 


0.27 




Total 


2.24 


2.35 


2.29 


2.58 


2.39 


2.32 


2.48 


2.18 


Program 


Men 


18 


21 


18 


10 


34 


33 


35 


13 


Selectivity 


Women 


40 


35 


40 


29 


19 


28 


21 


42 




Teenage 


5 


3 


4 


6 


7 


4 


4 


1 




Child 


4 


7 


4 


21 


6 


5 


9 
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Sets-on 


7 


7 


5 


8 


7 


4 


8 


8 




Unanimous 


26 


27 


29 


26 


27 


26 


23 


33 


Additional 


Men 


24 


25 


26 


19 


20 


23 


20 


30 


Selectors 


Women 


26 


26 


27 


23 


22 


23 


19 


31 




Teenage 


6' 


6 


4 


7 


■ 5 r 


5 


5 


2 




Child 


5 


6 


5 


14 
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5 


9 


4 


Frequency 


Regularly 


59 


41 


56 


66 


57 


63 


66 


74 


of Viewing 


Frequently 


25 


25 


21 


21 


18 


20 


10 


19 




Seldom 


11 


17 
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10 


12 


12 


10 


5 




First time 


3 


12 


10 
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11 


4 


3 






Don't know 


2 


5 


2 


1 


2 


1 


2 
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Sponsor 
Identification 


Correct 


50 


48 


68 


48 


29 


28 


32 


42 



The Trendex Co. Inc. reveals some interesting facts in depth about the television program audience with its 
bi-monthly Television Advertisers' Report. The chart above, a composite summary sheet from the February- 
March 1960 report, gives the advertiser a broad look at the audience he can reach with a. particular. t)pe 
program. In addition to audience composition, selectivity, etc., the above data includes correct sponsor 
identification, a seldom available audience measurement. Also available in the complete report is reaction 
to series and program. Data for all classifications are percent of total viewers with the exception of audience 
composition which is total viewers per household. Based on twenty-nine competitive metro-area markets 
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FLORIDA'S FOOD 
SALES ARE MADE 
IN THE L-AND* OF 




* Include* Tampa-St. P otmbwrg 
Metropolitan Markot i- . 
— PLUS 36 cownfUi in f(m- 
ida't richoit, m*it hcotvity 
populated trad* area. 



In just the last five years, 1955-1960, Food Sales in this big 26-county market 
jumped an amazing 94.7%! Now, more than a third of Florida^ total Food Sales 
are made in the area delivered by WFLA-TV — the Land of Profitunity! 

Use the blanket coverage of WFLA-TV,, to cash in on the sales opportunity — 
and profit opportunity — in 26 counties packed with year 'round buying power from 
rocketing industrial and agricultural expansion. \ 

Write us, or consult your BLAIR-TV man for top rated availabilities on 
WFLA-TV — sales powerhouse in the Land of Profitunity. 



Figures from Sales Management 1960 Survey of Buying Power. 



NATIONAL REPRESENTATIVES, BLAIR-TV 



^^^^ TAMPA -ST. PETERSBURG 
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MORNING 



TOTAL DAY 



43 min. 



5 hrs. 53 min. 



53 min. 



6 hrs. 24 min. 



20 min. 



5 hrs. 41 min. 



41 min. 



5 hrs. 55 min. 
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le may choose one of several channels. Or none. That 
..epends on the offerings, and how they're served up. Providing 
| he right show for the right audience at the right time 
5 the special talent of McCann-Erickson program specialists. 

Jroad mass audiences call for individual types of programming. 
Ijipecialized groups require others. Thus our experienced 
f program-builders have helped to select and produce such 

ittractions as five of '59's top-rated specials, four of the 
Heading westerns, three of the finest drama shows and this 
I teason's outstanding documentary (winner of two 
^Isylvania awards.) 

iuch an approach is too all-inclusive for any narrow formula 
»ncept. It makes for constantly fresh and stimulating TV 
)fferings, of which both client and agency can be proud. 

McCANN-ERICKSON, INC 
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Early vs. late evening 
television viewing by 
months of the year 
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WTOK-TV's thirty-six county coverage in Mississippi 
and Alabama offers advertisers one of the nation's 
most efficient media buys. Want specifics? In a 
recent spot campaign for a major national advertiser, 
the VVTOK-TV C.P.M. was 60% less than the average 
of the twelve stations in the nearest larger markets. 
This efficiency factor is not against small audiences 
either. In many time periods, WTOK's delivered 
audience is comparable with — or greater than — 
some of the larger city stations. 
Before completing your next market list, take a close 
look at WTOK-TV. 

• 137,900 Television Homes 

• $515,910,000 Retail Sales 

• $740,735,000 Effective Buying Income 




MAXIMUM POWER 316,000 WATTS 



MISSISSIPPI'S FIRST 

VHF TELEVISION STATION 
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B A look at summer television by A. C. Nielsen on a territorial basis relates closely g 
H to the national analysis, with early evening viewing taking a severe loss. However, M 
H South and Pacific territories are less affected due to a more stable climate B 
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Some say that television cannot be expected to produce great programs becausait is 
of mass communications. We hold a different vi^ l^^^^W^Vih9W$^re ^fflfflVRi 

audiences (and advertisers as well) is to produce the best possible quality of 

and information. This, apparently, is also the way television's most distinguished juries s| 
Recently, for example, the Academy of Television Arts and Sciences awarded 13 Emmys td 
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Television Network, as compared to 5 for the second network and 2 for 
;s a total of 67 awards* that our programs have received since the yeai 
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l TELEVISION J 

LZIJ SPENDING AND COSTS 

These were the big television advertising spenders during 195.9 

ipiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiii^ i 
g The top 50 television advertisers, 1959 
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TOTAL TV 


SPOT TV 


NETWORK TV 


1. Procter & Camble Company 


895,340,352 


$45,046,800 


$50,293,552 


2. Lever Brothers Company 


46,853,895 


14,118,940 


32,734,955 


3. American Home Products Corporation 


38,767,078 


10,657,620 


28,109,458 


4. Colgate-Palmolive Company 


36,358,414 


13,879,890 


22,478,524 


5. General Foods Corporation 


35,489,721 


14,599,400 


20,890,321 


6. General Motors Corporation 


21,391,774 


1,370,030 


20,021,744 


7. R. J. Reynolds Tobacco Co. 


20,376,277 


4,252,450 


16,123,827 


8. Bristol-Myers Company 


20,361,357 


7,744,650 


12,616,707 


9. Adell Chemical Company 


18,132,030 


18,132,030 




10. Brown & Williamson Tobacco Corp. 


17,845,593 


9,252,640 


8,592,953 


11. P. Lorillard & Company 


17,002,728 


4,177,170 


12,825,558 


12. Sterling Drug, Inc. 


16,636,373 


3,660,910 


12,975,463 


13. Gillette Company 


16,387,524 


2,745,350 


13,642,174 


14. General Mills, Inc. 


16,156,947 


3,237,710 


12,919,237 


15. Miles Laboratories, Inc. 


15,251,345 


7,830,830 


7,420,515 


16. Liggett & Myers Tobacco Co., Inc. 


14,540,097 


2,948,590 


11,591,507 


17. Kellogg Company 


13,442,861 


5,988,600 


7,454,261 


18. American Tobacco Company 


13,348,880 


3,467,440 


9,881,440 


19. Warner-Lambert Pharma. Co. 


13,053,414 


10,690,620 


2,362,794 


20. Ford Motor Company 


12,999,287 


951,000 


12,048,187 


21. Philip Morris, Inc. 


12,982,348 


4,387,270 


8,595,078 


22. Continental Baking Co. 


11,582,615 


10,806,480 


776,135 


23. Pharmaceuticals, Inc. 


11,077,037 


418,050 


10,658,987 


24. Chrysler Corporation 


10,496,356 


989,090 


9,507,266 


25. Standard Brands, Inc. 


10,389,650 


4,135,040 


6,254,610 


26. National Biscuit Company 


9,730,022 


2,130,880 


7,599,142 


27. Carter Products, Inc. 


8,942,365 


3,474,300 


5,468,065 


28. Corn Products Co. 


8,747,887 


4,226,190 


4,521,697 


29. S. C. Johnson & Son, Inc. 


8,224,585 


1,098,880 


7,125,705 


30. National Dairy Products Corp. 


7,841,357 


1,445,980 


6,395,377 


31. Revlon, Inc. 


7,500,964 


3,284,050 


4,216,914 


32. International Latex Corp. 


7,381,340 


7,381,340 




33. Pillsbury Company 


6,934,594 


2,712,080 


4,222,514 


34. Texaco, Inc. 


6,848,210 


649,380 


6,198,830 


35. Alberto-Culver Company 


■ 6,675,537 


1,535,130 


5,140,407 


36. General Electric Company 


6,473,224 


278,590 


6,194,634 


37. Ralston-Purina Company 


6,222,860 


1,808,340 


4,414,520 


38. Bayuk Cigars, Inc. 


6,125,682 


162,910 


5,962,772 


39. Armour & Company 


5,oVU,5^o 


i 9qi i An 




40. American Chicle Company 


5,828,120 


2,496,540 


3,331,580 


41. Eastman Kodak Co. 


5,767,735 


107,470 


5,660,265 


42. Beech-Nut Life Savers, Inc. 


5,476,210 


636,840 


4,839,370 


43. Texize Chemicals, Inc. 


5,360,900 


5,360,900 




44. Campbell Soup Company 


5,258,735 


492,060 


4,766,675 


45. Drug Research Corp. 


5.196,249 


2,742,900 


2,453,349 


46. Westinghouse Electric Corp. 


5,166,205 




5,166,205 


47. E. I. Du Pont De Nemours & Co., Inc. 


5,165,744 


481,250 


4,684,494 


48. Scott Paper Co. 


5,112,346 


1,011,750 


4,100,596 


49. Quaker Oats Co. 


4,669,746 


1,859,690 


2,810,056 


?0. Nestle Co., Inc. 


4,562,151 


2,581,390 


1,980,761 


SOURCE: TtB tU N. O. Bortijiuth (spot). LNA BAB 


(network), (roil Urn* expenditures. 
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AIR MEDIA h\ 



UNIVERSITY OF MlNNESOj£g| 
Minneapolis M 



X Or THE PRESIDENT 



Mr. F.VanKonynenburg 
Executive Vice President 
S Radio and Television 
50 South Ninth Street 
Minneapolis, Minnesota 

Dear Van: 

t luooose sometimes those of 

Sfld^f^eUvfsion stud, is a 
statesmanship- 

2£ S SS 'fhese insUtutioo^ 

underwrite the edueat| 

passion, in «y estimation, 
in education. 

I'm grateful to see t 
appreciation. 

With every good wish. 





ve 
n t that 
i0 ~ can eventually 
to their 
believe 



f my 



__ey j. Wenberg 
ice President and 
Administrative Assistant 

THIS IS 
THE IDIEEEFIENCE BETWEEN 
GOOD ANID GREAT 1 1ST 
'MINNEAPOLIS, ST. PAUL TELEVISION 

IflRST FOUR-YEAR WCCO TELEVISION SCHOLARSHIP Represented by 

PETERS, GRIFFIN, WOODWARD, INC, 



share of all advertising, 1949-59 



Total tv 
advertising 



Percent tv 
is of total 




1 -3959~ 



$11,090,000,000 



$1,525,500,000 



13.7% 



10,301,800,000 



■j^~^3H£&Jttfc!E|fS5|li80n figures prepa^ ». . _ 

^cS ^g^^yggjfeffl&e source of chart a^SMgg^^p^^^^^^T 



io^io,6oo,ooo ifle&ftffiffiP 



9,904,700,000 noiaj 



9,194,400,000 



3.2*% 



- 8,164,100,000 
7,755,300,000 



7,156,200,000 



453,900,000 



6.3% 



1951 




6,426,100,000 



332,300,000 Ztui^ 3 ^ 



- 5,710,000.000 170,800,000 3.0 



Net, sjppt,%&lJht 
increasecri4aa*eo0r 9; 
advertising ^^Sl 



XR 1 



Television broad 
revenues hit over 

during ^1958^^2 sdi 



Tv has become a billion dollar busi- g 
ne>» in 11 years. Figures are from FCC, 'M 
cover networks and stations. Note level- jj 
ing off in rate of increase of both revenues §| 
and expenses in recent years. ?W?S$n8W^s$lg 




St 

to bleil 

IpJtp^Jgaj^ Li^aj^v advertising expenditures, 1958-59 

Printers' Ink. I960. •1'rellmiWirY "sfiftal?* »iW«lgg0 

P see o4 luiss^ «•! 

revenue and expense, 193Z5-58 



Percent 
increase 



Total broadcast 
expenses (000) 



Percent 
increase 



$858,100 



9.6% 



T956 


896,9^ 




707,300 


19.0% 


1955 




BP 25.6% 


594,500 


18.3% 






37.3% 


502,637 


39.4% 


1953 


431,777 


33.4% 


360,514 


34.6% 


1952 


323,594 


37.3% 


267,902 


38.0% 


1951 


235,684 


122.5% 


194,086 


68.6% 


1950 


105,914 


208.5% 


115,128 


• 93.2% 


1949 


34,329 


294.6% 


59,591 


152.5% 


1948 


6,700 


358.8% 


23,600 





1 10 AIR. MEDIA BA3I| 



HEPT g,A«l(^S^NDUSTmJi»£HT, 



*.dC+ IVT.SP.t.r, 



m,i£T,i 

84MC8.T 

i,£*a-t 




£*i ,n«oi?nrlol-£nooJlA 8 
xaT .oIlhsraA 
. _ .rO ,B)n*IlA 8 

clai 'fJw.o'u ghaut 



or its 



:••"+ 

£.00+ 

3.vo+ 
a.n+ 

e.£0 + 
UC - 

0. 11 + 

£.ai + 

E.JC + 
?.e0+ 
S..SC + 

1. PI + 
U0+ 
£.80+ 

£A0+ 
?.9I + 
£.114. 

a.c£+ 

o.M)4- 



K0I + 
T H + 
2.££+ 

KM + 

^.ao-f- 

9.£l + 
t^2C4- 



WLc.ll.i- 
I£S.£TO.£ 
i"dO,88T,d 
W8.S8I.7 

i?,c.a?,.i 

?,£P.('8(U 
SdS.OdM 
c80.Wr>J ' 



ao6>ia.s 

C80.2M.S 
e£2,£AI,i 
E£6,I«.E 
tC£ V-2 a 
U£,0OI.£ 

^as.oo£A 

89£ 010,8 

UB.£c.?.l 
£E4.» 

»Jt Wo. I 



1 re*worltefeH? B! fcfc h i e ve ■ 

.nniT .Bz-oonRjlsriJ 

ments 0ne^jta^ontinu- 

, .... oiriO ,'udmuIoD 

./ -T ,iijW# nnla^a 

.oifO ,nvmd 

E»ol .-'>i»A. «i>nioJf e;>0 

ifoiU .jioilsG 

xsT .ojitt 13 

,no-ljibn')H-.bnI .-i!Iiv?iiisv3 
il/ •i&Q-nttien&l ln'd'i 
.bnl .9fr{E7r lio"! 




P.Oi — 
8 114. 
2.804- 
0A04. 

3.904- 
8*1-4- 
8.314- 

mo+ 
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its prograrQ^Uja^fpjDi^s^ mirrors 
the vitality of 'rn&e?$§ji MIL- 
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Tri-State arerf Wr»Hj%fyr '^ffQjttfve buy- 
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TELEVISION 



SPENDING AND COSTS 

i, 

1958 television broadcast revenue up in all multi-station markets 



llllllllllllll'HIIIIIIII'IB 'III! Illl IIIIIIIIIIIIIIIIWIIIB 



llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllffi 

U, S. markets with 3 or more tv stations 



ifflmiiiiiiiiiiiii'iiiiiiiiiiiiii'i!"" 



Tv markets 

Albany-Schenectady Troy, N, Y. 

Albuquerque, N. M. _ 

Altoona-Johnstown, Pa - 

Amarillo, Tex 

Atlanta, Ga _ - — - - 

Baltimore, Aid. — . 

Boston, Mass . - 

Buffalo-Niagara Falls, N. Y. — - 

Cape Girardeau, Mo.-Paducah, Ky . 

Cedar Rapids- Waterloo, Iowa — . 

Charleston-Huntington, W. Va., Ashland, Ky. . 

Chattanooga, Tenn. — 

Chicago, 111 — 

Cincinnati, Ohio 

Cleveland, Ohio _. _ 

Colorado Springs-Pueblo, Colo. 

Columbus, Ohio _ 

Dallas-Fort Worth, Tex. 

Denver, Colo _ _ _ 

Des Moines-Ames, Iowa _ — . 

Detroit, Mich 

El Paso, Tex _ _ 

Evansville, Ind.-Henderson, Ky. 

Flint-Lansing-Bay City, Mich _ _ _ 

Fort Wayne, Ind. 

Fresno, Calif _ — 

Green Bay, Wise _ 

Greenville, S. C.-Asheville, N. C 

Harrisbure-Lancaster-York, Pa _ 

Hartford-New Haven, Conn 

Honolulu, Hawaii 

Hotiston-Galveston, Tex. _ _ 

Indianapolis-Bloomington, Ind 

Kansas City, Mo. _ 

Knoxville, Tenn 

Las Vegas-Henderson, Nev. _ _. 

Little Rock-Pine Bluff, Ark 

Los Angeles, Cal 

Madison, Wise _ 

Memphis, Tenn 

Miami-Fort Lauderdale, Fla. .... 

Milwaukee, Wise. ._ _ 

Minneapolis-St. Paul, Minn. _ 

Mobile, Ala.-Pensacola, Fla _ _ 

Nashville, Tenn 

New Orleans, La 

New York City, N. Y 

Norfolk-Newport News, Va 

Oklahoma City-Enid, Okla _ 

Omaha, Neb. 

Orlando-Daytona Beach, Fla 

Peoria, 111 

Philadelphia. Pa _ 

Phoenix-Mesa, Ariz _ _ _ 

Pittsburgh, Pa 

Portland-Poland Springs, Maine 

Portland, Ore _ _ 

Richmond-Petersburg, Va. 

Roanoke-Lynchburg, Va 

Rochester, Minn. -Mason City, Iowa ... . 

Rochester, N. Y 

Sacramento-Stockton, Cal 

Salt Lake City-Provo, Utah 

San Antonio, Tex 

San Francisco-Oakland, Cal. 

Seattle-Tacoma, Wash _ 

South Bend-Elkhart, Ind 

Spokane, Wash. _ 

Springfield-Champaign, 111 

St. Louis, Mo. 

Tampa-St. Petershurg, Fla 

Tucson. Ariz 

Tulsa, Okla _ 

Washington, D. C. 

Wichita-Hutchison, Kans . 

Wilkes Barre-Scranton, Pa 

Youngstown, O.-New Castle, Pa 

The FCC din above li the latest available. Totil revenues 
'Data withheld because third stitlon In operation for short 





No. re- 


Total 


Total 


Per cent 


No. of 


porting 


broadcast 


broadcast 


stations in 


$25,000 


revenue 


revenue 


change 
'5S vs. '57 


operation 


or more 


(1958) 


(1957) 


3 


3 


$4,607,364 


$4,017,429 


+ 14.6 


3 


3 


1,525,488 


1,356,426 


+ 12.4 


3 


3 


3,057,464 


— 




3 


3 


1,736,794 


* 


— 


3 


3 


5,850.179 


5,482,791 


+06.7 


3 


3 


7,806,468 


7,088,148 


+ 10.1 


3 


3 


17,797,805 


* 


— 


4# 


4 


7.563,662 


6,706,769 


+ 12.7 


3 


3 


1,400,356 


— 


— 


3 


3 


2,282,995 


2,045,214 


+ 1 1.6 


4 


4 


"3,607,081 


3,329,010 


+08.3 


3 


3 


1,661.036 


— 


17 


4 


4 


32^856,267 


31,301,334 


+04.9 


3 


3 


8.376.399 


7,609,081 


+ 10.0 


3 


3 


13,833,908 


12,972,834 


+06.6 


3 


3 


1,318,349 


1,162,821 


+ 13.3 


3 


3 


6,372,445 


5,849,008 


+08.9 


4 


4 


8,175,805 


7,891,021 


+03.6 


4 


4 


6,104,085 


5,358,236 


+ 13.9 


3 


3 


3,024,135 


2.973,447 


+01.7 


3 


3 


15,897,967 


15,767,107 


+00.8 


3 


3 


1,700,086 


1,523,539 


+ 1 1.5 


3 


3 


1,425,156 


1,361,484 


+04.6 


4# 


4 


4,168,424 


— 


— 


3 


3 


2,134.866 


* 


— 


3 


3 


2,514,805 


2.509,362 


+00.2 


3 


3 


2,145,080 


1,982,078 


+06.2 


4 


3 


2.163.535 


— 


— 


6# 


5 


3,541,828 


* 


— 


4# 
4# 


4 


5,542,307 


4,525,198 


+22.4 


4 


2,100,377 


2,093,221 


+00.3 


3 


3 


7,300,257 


6,788,065 


+07.5 


4 


4 


8,010,398 


7,182,849 


+ 1 1.5 


3 


•3 


7,058,769 


6,555,300 


+03.6 


3 


3 


1.963.877 


1,815,313 


+08.1 


3 


3 


1,034,633 


939,993 


■ +1 1.0 


3 


3 


2,178,556 


1,888,189 


+ 15.3 


7 


7 


36,407,434 


35,587,678 


+02.3 


3 


3 


1,649,456 


1,542,551 


+06.9 


3 


3 


4,349,099 


4,089,935 


i ni o 
-\-\jo.i 


4# 


3 


7,698,029 


6,460,262 


+ 19.1 


4 


4 


7,108,581 


6,699,085 


+06.1 


4 


4 


9,678,284 


8,957,996 


+08.2 


3 


3 


2,203,944 


— 




3 


3 


3,698,539 


3,386,742 


-(-C7.2 


3 


3 


5,465,377 


4,554,624 


+ 19.9 


7 


7 


58,862.026 


52,904,223 


+ 1 1.2 


4 


3 


3,834,869 


3,054,129 


+25.5 


3 


3 


4,752,021 


4,542,447 


+04.6 


3 


3 


4,151,506 


* 


— 


3# 


3 


1,858.633 


— 


— 


3# 


3 


2,1 13,771 


— 


— 


3 


3 


19,671,590 


17,812.183 


+ 10.4 


4 


4 


3,216,041 


2,878.898 


+ 11.7 


3# 


3 


12,970,856 


9,787,303 


+32.5 


3 


3 


2,151,112 


— 


— 


3 


3 


5,113,373 


4.466,440 


+ 14.4 


3 


3 


2,816,876 


2,663,035 


+05.7 


1 


3 


2,375,458 


2,085,528 


+ 13.9 


3 


3 


1,377,971 


— 


— 


3 


3 


3,740,381 


3,546,281 


+05.4 


3 


3 


3,872,492 


3,072,159 


+26.0 


4# 


3 


3,231,691 


3,178,470 


+01.6 


4 


4 


3.460,993 


3,443,524 


+00.5 


5# 


4 


13,955,409 


12,579,011 


+ 10.9 


5# 


5 


6,492,076 


5,802,093 


1 I 1 0 

— |— 1 1 .o 


3 


3 


1,684,248 


1,551,504 


+08.5 


3 


3 


2,647,107 


2,473,434 


+07.0 


3 


3 


2,903,770 






3 


3 


9,004.497 


8,223,163 


+09.5 


3 


3 


4,057,190 


3,473.198 


+ 16.8 


3 


3 


1,527,344 


1,318.303 


+ 15.8 


3 


3 


3,491,221 


3.409.170 


+02.4 


4 


4 


9,613,404 


8.701,088 


+ 10.4 


3 


3 


3,004,219 


2.761,024 


+08.8 


4# 


4 


2,616,764 


2,382,365 


+09.8 


3 


3 


1,626.313 


* 





consist of total ' t 
period. Wiiiuku 



lmr> ind progrtm sites less commissions. 
. Hiwili not Included. 



# Not tii stitions onerited full y*»r. 



Now we're 

literall y 

" . 

"the station 

on the move" I^Lk 

the market on the move 
TAMPA - 

ST. PETERSBURG /MI 




Thanks to WTVT's new custom-built Videotape 
Mobile Unit, it is now possible to record a televi- 
sion program while on the move! Its self-contained 
generator (the only one in this area) can be used 
anywhere at anytime. For permanent locations . . . 
cameras can be fired en route . . . and seconds after 
arrival, actual taping begins. 

Another outstanding service feature offered by 
WTVT, the station that dominates the hustling, 
bustling "market on the move". . . another feature 
which makes WTVT your most profitable buy in 
the entire Southeast! 



SHARE OF AUDIENCE 

44.3%... Latest ARB • 9:00 A.M. -Midnight 

CHECK THE TOP 50 SHOWS! 

ARB NEILSEN 
WTVT 34 WTVT 34 

Station B 16 Station B 16 
Station C 0 Station C 0 



Station on the move 



WTVT 




CHANNEL 13 
TAMPA - ST. PETERSBURG 



THE WKY TELEVISION SYSTEM, INC. • W K Y-TV/ W K Y- R ADI O • Oklahoma City • Represented by the Katz Agency 



GUST 1960 
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TELEVISION A SPENDING AND COSTS 



One of three tv dollars advertises grocery products 



iiiirii'iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiin iiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiniiiiniiiiiiiiiiiiiiiiH 



Tv expenditures by product classification, 1959 





TOTAL TV 


SPOT TV 


NETWORK TV 


Agriculture j 


> 3,574,871 


$ 1,782,000 


$ 1,792,871 


Ale, beer & wine 


54,555,256 


47,840,000 


6,715,256 


Amusements, entertainment 


1,363,393 


1,019,000 


344,393 


Automotive 


65,031,388 


18,175,000 


46,856,388 


Building material, fixtures, paints 


19,081,057 


2,827,000 


16,254,057 


Chemicals, institutional 


928,864 




928,864 


Clothing & accessories 


22,896,159 


16,273,000 


6,623,159 


Confections & soft drinks 


45,584,990 


28,192,000 


17,392,990 


Consumer services 


35,705,326 


17,531,000 


18,174,326 


Cosmetics & toiletries 


131,096,620 


52,512,000 


78,584,620 


Dental products 


38,254,131 


13,571,000 


24.683.131 


Drug products 


123,449,521 


53,478,000 


69,971,521 


Food & grocery products 


275,180,125 


165,725,000 


109,455,125 


Garden supplies & equipment 


1,106,345 


808 ; 000 


298,345 


Gasoline & lubricants 


32,831,894 


22,890,000 


9,941,894 


Hotels, resorts, restaurants 


606,885 


568,000 


38,885 


Household cleaners, polishes, waxes 


69,313,146 


45,165,000 


24,148,146 


Household appliances 


20,138,110 


4,971,000 


15,167,110 


Household furnishings 


7,628,772 


3,564,000 


4,064,772 


Household laundry products 


79,443,410 


36,727,000 


42,716,410 


Household paper products 


16,816,812 


4,558,000 


12,258,812 


Household, general 


13,142,952 


5,617,000 


7,525,952 


Notions 


681,292 


325,000 


356.292 


Pet products 


14,395,339 


6,689,000 


7,706,339 


Publications 


705,593 


679,000 


26,593 


Sporting goods, bicycles, toys 


7,955,414 


4,893,000 


3,062,414 


Stationery, office equipment 


1,476,604 


222,000 


1,254,604 


Tv, radio, phono, musical instr. 


7,000,721 


1,171,000 


5,829,721 


Tobacco products & supplies 


106,659,190 


31,490,000 


75,169,190 


Transportation & travel 


5,036,861 


3,911,000 


1,125,861 


Watches, jewelry, cameras 


21,314,277 


3,830,000 


17,484,277 


Miscellaneous 


9,959,212 


8,600,000 


1,395,212 


TOTAL $1,232,914,530 

SOUBCB: T»B Tli N. C. Roribuch (ipot). LNA-BAR (network), iron Mm* expenditure*. 


$605,603,000 


$627,311,530 


NIIDIinilllllllllllllllMlllll 


iiiiiiiiiiiliiiiiiiiiiiiiiiniiiiiiiiiiiiniiiiiiiiiiiiiiiii 
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I TELEVISION i SPENDING AND COSTS 
ome facts and figures on network tv expenditures 

IMBMIIIBIIMP 

Network billings by network | 



Network 


1958 


% 

1959 Change 


1st quarter 1959 


1st quarter 


1960 


% 
Chang* 


ABC 


$103,016,938 


$125,665,324 +22.0 


$ 32,236,569 


$ 39,424,580 


+22.3 


CBS 


247,782,734 


266,355,269 + 7.5 


66,200,863 


70,467,776 


+ 6.4 


NBC 


215,790,729 


235,290,937 + 9.0 


58,081,996 


61,950,219 


+ 6.7 


TOTAL 


$566,590,401 


8627,311,530 +10.7 


$156,519,428 


8171,842,575 


+ 9.8 


Network billings 


by months, 1959 


Network billings by day parts 


January 




ft ^9 ft7A 1 70 




1st quarter 
1959 


1st quarter 
1960 


Change 


February 




JQ OOJ. CAQ 
40,004,01/0 


Daytime 


$ 53,325,550 


$52,038,304 


— 2.4 


March 




55 558 741 


Mon.-Fri. 


44,903,974 


42,153,873 


- 6.1 


April 




52,126,364 


Sat. & Sun. 


8,421,576 


9,884,431 


+ 17.4 


May 




51,919,335 


Nighttime 


103,193,878 


119,804,271 


+ 16.1 


June 




48,086,087 


Total 


$156,519,428 


$171,842,575 


+ 9.8 


July 




47,544,363 










August 




46,641,308 










September 




48,446,843 


Expenditure figures shown here are from LNA-BAR, cover 


October 




59,030,752 


gross time expenditures by advertisers. Note that most of 


November 




58,327,581 


the current decrease in web hilling 

tU„t mi m in <3(* nilll'nnc or* 9fi<%. 


is during the day. Note 

nolnitr trio unntor lovalo 


December 




58,669,469 


(U3U iuai 3UHU111.1 








Total 




8627,311,530 











IMHIflniUIIIIIIIIIIIIIIIIIIIH 

Dme facts and figures on spot tv expenditures 

miuMiiiiiiniiiiiiiiiiiiiiiiiiiiiiim iiiiiiiiiiiiiiiiiiiiiiiiiiii iniiiiiiiiiiiiu iiiiiiiiiiiiiiniiiiiiiiiiiiiiiiii mum miiiiiiiiiii i ilium iniiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiii 



Spot tv spending by time of day 
and type of buy 





1959 $ 


1959 % 


1958 % 


Dav 

I 


$223,495,000 


36.9 


35.7 


Night 


306,406,000 


50.6 


53.4 


Late Night 


75,702,000 


12.5 


10.9 


! Total 

1 


8605,603,000 


100.0 


100.0 



Announcements & 

Participations 8460,706,000 76.1 72.7 



j IDs 


64,512,000 


10.7 


11.1 


Programs 


80,385,000 


13.2 


16.2 


1 Total 


$605,603,000 


100.0 


100.0 


^VDBHUuniiQlliliiiiluiiaBn'nHiiiimmuuniin 


iiiiiiiiiiiiiiiiiiiiiiiiiiii iliiiliiniiit'n n minimi 







Number of advertisers using spot tv 
1956-59 



Parent company users 
of television spot 


1956 


1957 


1958 


1959 


Spending under $20,000 


3,193 


2,867 


2,925 


2,960 


Spending over $20,000 


1,206 


1,287 


1,341 


1,381 


Total 


4,399 


4,154 


4,266 


4,341 



Greater emphasis on daytime spot tv, shown here in these 
TvB figures collected hy N. C. Rorahaugh, continued in 
1959. Though nighttime share is down, total dollars are up. 
Some of daytime figures are result of spillover of nighttime 
husiness unahle to find availabilities. Data are gross time 



GUST I960 
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TELEVISION 



SPENDING AND COSTS 



These are the top billing television advertising agencies 

How top 50 air agencies rank in total tv billings (1959) 





Rank 


Agency 


Total tv 
(million $) 


Rank 


Agency 


Total tv 
(million $) 


m 
p 


1 


JWT 


§131 


26 


EWRR 


SI 2 7 


= 


2 


Y&R* 


91 


27 


\ 1 Qvnn 

i'laAUll 


12.4 




3 


It J. 1 V til 111 


90 


28 


y.Jax unci 


12.2 


1 


3 


■Bates 


90 


29 


Grant* 


12 


~p 


5 


B&B 


73.7 


29 


C. fi m n n pi 1 - IVT 1 1 n 1 1 n 


12 


I 


6 


BBDO* 


73 


29 


DCSS 


12 




7 


romntnn 

\J 1 1 1 M LU1 1 


61.7 


32 


W R Doner 


11.5 


■ 


8 


Rii mptt 


55.7 


33 


F&S&R 


10.25 


= 


9 


D-F-S* 


48 


34 


North 


9.25 




10 


Ayer* - 


40 


35 


Giiild R&B 


8.7 


2 


10 


K&E* 


40 


36 


Dovle Dane & B 


8.6 


k 


12 


L&N 


38 2 


37 


K r P V p<! M&T 
ivcycSj iviolj 


8 4 


1 


13 


1 VjOL JJ 


36 

*J If 


38 


1 n m npi*t A; n f>'iclf>\r 


8 2 


m 


14 


Esty 


34 


39 


D P Brother* 


8 


s 




ssrR 




40 


Vv ji ru' i Lr A' 1 f» t r 1 f» t 


7 ^ 




16 


c&w 


25 


41 


F. Richards, C&H 


7.4 




17 


Campbell-Ewald 


21.5 


41 


Mogul 


7.4 




18 


Wade 


20.5 


43 


LaRoche 


7.3 




19 


Tatham-Laird 


18 


44 


E. H. Weiss 


7.1 




20 


D'Arcy* 


17 


45 


Reach-McClinton 


7 




21 


Parkson 


16.6 


46 


Honig-Cooper, H&M 


6.07 




22 


Needham, L&B 


16.2 


47 


Geyer 


5.1 




23 


Grey 


15.4 


48 


Bozell & Jacobs 


4.7 




24 


NC&K 


13.4 


49 


McManus, J&A 


4.3 




25 


Ogilvy, B&M* 


13 


50 


Cohen, D&A* 


4 


iMiilliMi 




Top 10 network tv agencies ' 




Top 10 tv spot agencies 






Rank 


Agency 


Net tv 
(million $) 


D ants 


Agency 


Spot tv 
(minion ^ i 




1 

A 


JWT 


$120 


1 


r>ates 






2 


Y&R* 


70 


2 


B&B 


33.2 




3 


McCann 


69 


3 


BBDO* 


26 




4 


BBDO* 


47 


4 


McCann 


21 




5 


Compton 


43.8 


4 


Y&R* 


21 




6 


Bates 


43 


6 


Burnett 


19.5 




7 


B&B 


40.5 


7 


Ayer* 


19 




8 


D-F-S* 


37 


8 


Compton 


17.9 




9 


Burnett 


36.2 


9 


C&W 


14 




10 


K&E* 


31 


10 


JWT 


11 




u. s. 


bUllms only. 'Indicates SPONSOR estimates for all or part <A fUurea. . 


10 


D-F-S* 


11 




llllllllllllflllllllllllllllllllllllllllllllllM 
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WC TV- land 




LAND OF 



AND YEAR-ROUND SPENDING, TOO'. 



There's no feast- or-f amine business cli- 
mate in WCTV-LAND such as is sometimes 
experienced a little farther South where 
tourism is a major Industry. Here stable 
business conditions and a wonderful cli- 
mate let folks enjoy year-round good 
living and spend money year-round, too. 
Tallahassee actually stands fifth in the 



nation in retail sales per household.* To 
get their share of this rich market more 
and more leading brands are placing 
strong, long-term spot schedules on 
WCTV. Get the full story from Blair Tele- 
vision Associates. 

'Annual Survey of Buying Power, 1959. 




WCTV 



TALLAHASSEE 




THOMASVIlLE 



BLAIR T 



a John H. Phippa 
Broadcasting Station 
ELEVISION ASSOCIATES 

National Representatives 



i;usT 1960 



117 



3 



TELEVISION 

~ NETWORK PROGRAMING TRENDS 

How audiences divide their time among network show types 

gin waiiiiinicfflinii inn i i i ii mini iiuiiiiini immmraiiii»n^ 

Per cent of all viewing time average home spends watching network show types 



GENERAL DRAMA VARIETY 
30 min. 60-90 mm. 30 min. 60 min. 



WESTERN ADVEN- SITUATION QUIZ SUSPENSE 1NFOR- 

30 min. 60 min. TURE COMEDY t> AUD. DRAMA MATION MISC. 



Winter 
1956-*57 


7% 


15% 


6% 


18% 


6% 


1% 


6% 


15% 


11% 


5% 


4% 


6% 


Winter 
1957-'58 


5 


8 


7 


16 


10 


5 


6 


15 


10 


10 


3 


5 


Winter 
1958-59 


5 


7 


8 


13 


14 


10 


5 


12 


7 


8 


6 


5 


Winter 
1959-60 


3 


5 


6 


8 


14 


13 


7 


12 


6 


14 




*12 



g Figures are from Nielsen Tv Index, cover sponsored shows at Mote that Westerns are still dominant, claiming 27% of the 

B night, result from two factors: (1) total number of hours total listening time. Suspense Drama has increased it's share 

1 for each type of programing on the air, (2) total amount 75 % over l ast season. *The 1959-60 miscellaneous figure in- 

| of time spent by average home in viewing each type of show. cludes data for information shows not listed separately. 

MiitiieiiiimnruEEnssimiirjmiuiniiiiiiiiiriiiiiiiiiiniiijiiiimiimiim i^TiiiinijjimiiTi iiniuiJUJiiinnuiiaiiiiiiiniiiiiuui lunnjiiuuuaiRiJiinnjiiairainiiii iimiiniiiii niuii m iniiiiraii n iiiiiiiifiirairaniiiiiiiiiiuiiniiiiiniiniiiiiiiii im « 



Rating levels for network program categories 

ysMii«iimi«iiiiiiM nrniinran i iiniiniiiiii unninuaiiiiiiuiinoiiiiiiiininHnnirniiniii -*-nniiiii^i imnmi 4Jiif-« 



Total and average audience figures for nighttime shows 



- Duration 

S Nielsen Total 
m Audience — 



Average 



.Nielsen 

Average Audience 



g Nielsen 

■ Total Audience 



[Highest 
(Lowest 



— Nielsen f Highest 

-__ Average Audience lLowest 

Avg. Prog. Coverage 
No. of Programs 



EVENING 



Genera! Dr*rn# Suspense - Mystery Sit. Western Driwl Advrrhif V«ri«Ty 
Drern* Comedy 

30 



30 



214 



60 



30 



60 



30 



30 



60 



30 



Quiz 1 Ottor Al I 
Aud Part. Program* Piuqiann 

30 30 30 *0 



289 292 
247 247 





193 


19 1 






194 
















175 






150 







246 



226 



22 7 



23.5 



26 7 



257 



206 



15 3 



138 



8 6 



204 



19 9 



214 



179 



175 



15.5 



194 



204 



27.1 2 4.3 27 8 34 5 33.0 43.0 47.0 20.5 31.9 38.7 33.5 28.1 43.0 470 

18.0 11.9 9 7 218 16.4 15.9 156 10 5 8 2 15.5 7.4 7.2 7.2 11.9 

25.1 19 9 25.4 30.1 3 1.0 40 6 39 8 18.5 299 31.5 31.3 25.7 40.6 398 
15 7 8.4 8.2 17.9 14.5 14.5 12.3 9 2 6.7 10 9 6 4 5.9 59 8.4 
95.9 95 4 90.7 940 95 2 92 6 948 8 38 87.7 946 91.2 87.9 9 1.3 94.6 

5 5 14 5 14 19 9 4 II 10 10 8 85 36 

Source: NTT, second report, Mirch, 1960. 
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BEAMED TO BUYERS! 

People buy what they see, and they see it on KTBS-TV 
in Shreveport. What these people see are pictures of the 
finest quality. What they hear are sounds of truest tone. 
What's more, close-up of KTBS-TV power reveals a big 
broad coverage over four states (1,361,300* people 
and still growing) that brings sales (they spent 
$1,337,264,000* in 1959). No wonder time buyers look 
to KTBS-TV where people buy. It's the i 
bright spot for spots in the Southwest. 
* Sales Management, July 10, 1960 



USD" 




^CHANNEL 3 SHREVEPORT, LOUISIANA 



E. Newton Wray, Pres. & Gen. Mgr. Represented by THE KATZ AGENCY, INC. 



GUST 1960 
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TELEVISION J NETWORK PROGRAMING TRENDS 



Popularity of show 
types in competitive 
television markets 



Average ratings in 29 markets 





Program type 


1960 Rating 


1959 Rating* 




Drama — half-hour 


16.6 


19.7 




Drama — hour or more 


17.0 


20.3 




Variety shows, comedy, music 


16.9 


16.8 




Situation comedy 


20.9 


19.2 




Adventure 


15.4 


16.3 




Mystery, crime, police 


17.2 


17.1 




Western drama 


19.7 


20.8 


murium 


Quiz and panel 


17.4 


20.7 




Source — Trendex, Inc. February-March reports. 


*1959 ratines based on 


20 markets only. 



Audience composition of show types in competitive markets 



Ai ;iiiiiiiiiiiiiii!iiiiiiiin ' nun 1 ... . iimii w, 

Viewers per set in 29 markets 





Drama 
Vi hour 


Drama 
hour or more 


Variety 
comedy 
music 


Situation 
comedy 


Adventure 


Mystery 
crime 
police 


Western 
drama 


Quiz 
panel 


MEN 


0.67 


0.78 


0.76 


0.64 


0.83 


0.84 


0.84 


0.74 


WOMEN 


1.04 


1.03 


1.07 


0.91 


0.87 


0.97 


0.91 


1.08 


TEEN 


0.18 


0.15 


0.13 


0.20 


0.21 


0.18 


0.17 


0.09 


CHILDREN 


0.35 


0.39 


0.33 


0.83 


0.48 


0.33 


0.56 


0.27 


TOTAL 


2.24 


235 


2.29 


2.58 


2.39 


2.32 


2.48 


2.18 


Source — Trendex, Inc. 

.MIMI fflll II 


February-March 

1 'Ml 1 II 
• • 


I960. Teen Is 13-18 

i Umli in 


years. Children Is 


under 13. 












1 1 mmum 













football audiences to 
major games are 
increasing 



I960 versus 1959 football audiences 



Can 



Network 



1959-60 Homes 



1958-59 Homes 



Rose Bowl 


NBC -TV 


21,651,000 


21,956,000 


Sugar Bowl 


NBC-TV 


19,346,000 


17,776,000 


East-West 


NBC-TV 


17,402,000 


14,573,000 


Cotton Bowl 


CBS-TV 


14,464,000 


14,168,000 


Orange Bowl 


CBS-TV 


12,656,000 


15,048,000 


Senior Bowl 


NBC-TV 


10,080,000 


10,736,000 


Total Home Broadcasts 
Source: A. C. Nielsen, NT! reports. 


95,599,000 


94,257,000 
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TELEVISION 

COLOR TV 

ere's a summary of color facilities among television stations 



in i' i i '"i".!'^ iiffiiiliillllilPiiiillillliiilllillMliini'iii:. ■:: :, i! iiiimni 1 








m inniiiiiiiiiiii 


x\» Stations equipped to rebroadcast network 


color 










Total 
Stations 


Number 
Color 
Equipped 


Percent 
Color 
Equipped 


iiiiiii!ii:iiiii;iu< 


Unduplicated network affiliates 


456 


342 


75.0 




Unduplicated satellites 


30 


12 


40.0 




Unduplicated network totals (Affiliates plus satellites) 


486 


354 


72.8 




Independents 


34 


13 


38.2 




TOTAL 


520 


367 


70.6 





B. 



Network affiliates equipped to rebroadcast network color 





Total 
Line-up 


Number 
Color 
Equipped 


Percent 
Color 
Equipped 


Stations 


Number 
Color 
Equipped 


Percent Number 
Color Color 
Equipped Satellites Equipped 




NBC 


208 


179 


86.1 




170 


89.5 18 9 




CBS 


218 


152 


69.7 




147 


72.8 16 5 




ABC (Total) 


217 


132 


60.8 


212 


131 


61.8 5 1 




ABC (Primary) 


102 


46 


45.1 


99 


45 


45.5 3 1 




ABC (Secondary) 


115 


86 


74.8 


113 


86 


76.1 2 




Duplicated network total 


626 


451 




588 


436 


38 15 




Duplicate affiliates 


140 


98 


70.1 


132 


95 


72.0 8 3 




Unduplicated total of 
network affiliates 


486 


354 


72.8 


456 


342 


75.0 30 12 




C» Stations equipped to originate local color 














Live 


Film 


Slide 


Number of 

Stations With Percent of 
Some Form of Total Stations With 
Local Color Stations Local Color 




NBC affiliates 




23 


50 


51 


52 


190 27.4 




CBS affiliates 




8 


33 


33 


34 


202 16.8 




ABC (Total) 




6 


22 


22 


24 


212 11.3 




ABC (Primary) 




5 


14 


14 


16 


99 16.2 




ABC (Secondary) 




1 


8 


8 


8 


113 7.1 




Duplicate network affiliates 




2 


10 


10 


10 


132 7.6 




Unduplicated network total 




35 


95 


96 


100 


456 22.8 




Independents 




2 


4 


4 


4 


34 11.8 




Unduplicated prand total 




37 


99 


100 


104 


490 21.2 





Source: Nile. First column of figures in middle chart includes satellite stations. Figures in bottom chart do not include satellite stations. 
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TELEVISION J COLOR TV 



The color status of U. S. tv stations as of 30 June 1960 



NBC 



City Station 

Ahordeen, S. D. KXAB-TV 

\Hlen. T. x. KRBC-TV 

Albany. Ca. WALK-TV 

Mhuqu. rque, \. M. KOB-TV 

Alexandria. La. KALB-T\ 

Me.vandria. Minn. KC.MT 

■Vnwirillo, Te*. KGNC-TY 

Ardmore, Okla. KXII-TV 

Mlanta, Ga. WSB-TV 

.Wusta. Ga. WJHF 

Austin, Tex. KTHC-TY 

Bakersfield. ( al. KERO-TV 

lialtimore, Md. \U5\L-TY 

Bangor, Me. \v LBZ-TV 

Baton Rouse, La. WBRZ 
Beaumont-Pt. Arthur, Tex.KPAC-T\ 

llillinp-. Mont. KGIIL-TV 

Binghamton, N. Y. WLNR-TV 

Birmingham, Ala. WAPI-TV 

Bi-marck. X. I). KFYR-TY 

lilueficld. W. \a. WIIIS-TY 

Hoi*,-. Idaho KTVB 

l).i»lon, Ma.-. WBZ-TV 
Bri»lo], Va. John.ion City, 

Tenn. WCYB-T> 

Buffalo, X. Y. W(,R-TV 

( i-per, Wyo. KTVO-TV 

( harleston, S. C. WFS.N-TV 

< harlott. , N. C. WSOC-TY 

WRGP-TV 

< h. venn. . V\ y... KFBC-TY 

< hi. ^o, 111. W.N HQ 

( mi innati, 0. U LW-T 

( 'ark.burg. W. Va. WHOY-TY 

( 'c\.land, I). KY\Y-T\ 

( lun.bia. S ( WIS-TV 

( .dumbu-. l,a. VTYM 

( .In nbu» 0. WI.W-C 

( rpu- (. hn.-ti, Tex. KRIS-TV 

Dm i np..rt, Iowa WOC-TV 

D*nu,n. O. WEW-D 
1 >,: ' ■ 1 • m j lif ach-( frlando, 

\VK>II-T\ 

De. itur Mil \\ MSI.-TV 

1). n.. i, < .do. KOA-TV 

1) ■ Mom 1 >wj VIIOT\ 

1). in it. M: !> WWJ-TY 

i i Minn, ^upcii.'r, 

WI)SM-T\ 

I t (. lairr, W i-i WEAF-TV 
1 l). i t 1... \rk Monroe, 

1 a. KTVE 

KTSM-TV 
WICt-TV 

Ore. K\ U.-TV 



City 

Evansville, lnd. 
Fargo, \. D. 
Fort Dodge, la. 
Fort Smith, \rk. 
Fort W ayne, lnd. 
Fort Worth-Dallas, Tex. 
Fre-no, Calif. 
Grand Rapid-, Mich. 
Great Bend, Kan?. 

Garden City, Kans. *S) 

MrCook, Veh. (S) 
Green Bay, Wise. 
Greenville-Spartanhurg, 

S. C. 
Harrisonburg, Ya. 
Hartford-.New Britain, 

Conn. 

Ha-tingsKearney, Neb. 
Hattii -burp-Laurel, Miss. 
Houston, Tex. 
Huntington-Charleston, 

W. Va. 
Indianapoli.-, Ind. 
Jack-on. Mis*. 
Jacksonville, Fla. 
John.-town. I'a. 
Kan-a- City, Mo. 
Know die, Tenn. 
Lake Charles. La. 
Lanca-ter-Ilarri-burg- 

York. Pa. 
Lan-ing-Onondaga, Mich. 
Laredo, Tex. 
La- Vegas-Henderson, 

Nev. 
Lexington, Ky. 
Lima. O. 
Little Bock. \rk. 
Los Vngeles, Cal. 
Louisville. Kv. 
Lubbock. Tex. 
Lufkin. Tex. 
Macon, (.a. 
Madi-on, Vi i-c. 
Memphis. Tenn. 
Meridian, Mi**. 
Miami, Fla. 
Midland-Odes.-a, Tex. 
Milwaukee. W i.-c. 
Minneapoli--St. Paul, 

Minn. 

Mobile, Ala.-lVn-acola, 
Fla. 

Montgomery, \la. 
Muncie. lnd. 
Na-hullc. Tenn. 
New Orlean-, La. 
New lork. X. Y. 
Norfolk. Va. 
North Platte, Neb. 



Station 

WFIE-TV 
WDAY-TV 
KQTY 
KFSA-TV 
WKJC-TV 
WBAP-TV 
KMJ-TV 
WOOD-TV 
KCKT-TV 
KGLD-TY 
KOMC-TY 
W FRY- TV 

WFBC-TV 
WSYA-TV 

WHXB-TY 
KIIAS-TV 
WDAM-TV 
KPRC-TY 

WSAZ-TV 
WFBM-TY 
WLBT 
WFGA-TV 
W J AC-TV 
WDAF-TV 
W \TE-TV 
KPLC-T\ 

WGAL-TV 
WILX-TY 
KGNS-TY 

KLRJ-TV 

WLEX-TV 

\\ "I! MA-TV 

K ARK-TV 

KRCA 

W W E-TY 

KCBD-TV 

KTRE-T\' 

W.MAZ-TV 

W.MTY 

WMCT 

WTOK-TV 

\SCKT 

KMID-TV 

WT.MJ-TV 

KSTP-TV 

WALA-TV 

WSFA-TY 

WI.BC-TY 

WSM-TY 

WDST-TV 

WNBC-TV 

WAVY-TV 

KNOP-TV 



City 



Station 

WKY-TY 
KMTV 

KTVO 
WPSD-TV 
WFTV 
WTAP-TY 
WEEK-TV 

WEEQ-TV 
WRCV-TV 
KVAR 

KOAM-TV 
WIIC 



Oklahoma City, Okla. 
Omaha, Neb. 
Ottumwa, La.-Kirksville, 

Mo. 
Paducah, Ky. 
Palm Beach, Fla. 
Parkersburg, W. Va. 
Peoria. 111. 

La Salle, 111. (S) 
Philadelphia, Pa. 
Phoenix Me.-a. Ariz. 
Pittsburgh, Kan.-Joplin, 

.Mo. 

Pittsburph, Pa 
Plattsburgh. N. Y.-Burling- 

ton, Vt. WPTZ 

Pocatello, Idaho KTLE 

Portland, Me. WCSH-TV 

Portland, Ore. KGW-TV 

Providence, R. I. WJAR-TV 
Pueblo-Colorado Springs, 

Colo. KCSJ-TV 
Quincy, lll. Hannibal, Mo. WGEM-TY 

Raleigh-Durham, N. C. WRAL-TV 

Reddinp, Cal. KVIP-TV 

Reno, Nev. KOLO-TV 
Kichmond-Petersburg, \a. WXEX-TV 

Roanoke, Ya. WSLS-TV 

Roche^ter, Minn. KROC-TV 

Rochester, N. Y. WROC-TV 

Rockford, 111. WTVO 

Koswell, N. M. KSWS-TV 

Sacramento, Cal. KCRA-TV 

Saginaw-Bay City, Mich. WNEM-TV 

Salinas-Monterey, Cal. KSBW-TY 

Salt Lake City, I'tah KCPX-TV 

San Antonio, Tex. WOAI-TV 

San Diego, Cal. KFSD-TV 

San Francisco, Cal. KROX-TY 

.lanta Barbara, Cal. KEY-T 

Savannah, Ga. WSAV-TV 

Schenectady, X. Y. WRGB 

.■-eattle-Tacoma, Wash. KIXG-TV 

Shreveport, La. KTBS-T\ 

Sioux City. la. KTIV 

Sioux Falls, S. D. KSOO-TV 

>outb Bend Elkhart, Ind. WNDU-TV 

Spokane. Wash. KHQ-TV 
>pringfield-l)ecatur, 

111. WICS 

Champaign-l rbana (S) WCHF I 
>pringfield-IIolyoke, Mass.WWLP 

Greenfield, Mass. fS) WRLP 

Springfield. Mo. KYTV 

St. Loui.., Mo. KSD-TV 

Syracuse. X. Y. WSYR-TY J 

Elmira, X. V. (S) WSYE.ri 
Tampa-St. Petersburg, 

Fla. WFLA-TY I 

Temple-Waco, Tex. KCEX-T\ 

[Continued on page 124) 



AIR MEDIA BV 



Interview: /^c^^ 





Account Executive of Fletcher Richards, Calkins & Holden when 
asked why he selects WLW Radio-TV stations 
for U. S. Rubber Farm Boots: 



bind R hV F r> t 

th WLW pn y -x . 




A d t WLW a a 
t p e ede ted e th a 
c pera n n pr m t 



T f t a - - I iese particul r 

R F - i ' cessfu tha we' be back 

aga a VL «ith 5 re advert sing to boot 1 ' 



Call your WLW Stations' Representative . . . you'll be glad you did! The dynamic WLW stations 








Crosley Broadcasting Corporation, a division of Area 



1960 
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TELEVISION 



COLOR TV 



The color status of U. S. tv stations as of 30 June 1960 (Continued) 



City 


Station 


I 


City 


Station 


Traverse City, Mich. 


WPBN-TV 


f 


Cleveland, Ohio 


WJW-TV 


Tucson, Ariz. 


KVOA-TV 


j 


Colorado Springs-Pueblo, 




Tulsa, Okla. 


KVOO-TV 


1 


Columbia, S. C. 


WNOK-TV 


Tyler, Tex. 


KLTV 


1 


Columbus, Ga. 


WRBL-TV 


Utica, N. Y. 


WKTV 


1 


Columbus, Ohio 


WBNS-TV 


Washington, D. C. 


WRC-TV 


| 


Corpus Christi, Tex. 


KZTV 


Washington-Greenville, 






Dallas, Tex. 


KRLD-TV 


N. C. 


WITN 


1 


Dayton, Ohio 


WHIO-TV 


Waterloo-Cedar Rapids, Ia.KWWL-TV 


1 


Decatur, Ala. 


WMSL-TV 


Wausau, Wise. 


WSAU-TV 


1 


Denver, Colo. 


KLZ-TV 


Wheeling, W. Va. 


WTRF-TV 


I 


Des Moines, la. 


KRNT-TV 


Wichita, Kans. 


KARD-TV 


I 


Detroit, Mich. 


WJBK-TV 


Wichita, Falls, Tex. 


KFDX-TV 




Duluth, Minn. 


KDAL-TV 


Wilkes Barre-Scranton, Pa.WBRE-TV 


I 


Durham, N. C. 


WTVD 


Wilmington, N. C. 


WECT 


| 


El Paso, Tex. 


KROD-TV 


Winston Salem-Greens- 






Erie, Pa. 


WSEE 


boro,N. C. 


WSJS-TV 


1 


Eureka, Cal. 


KIEM-TV 


Yakima, Wash. 


KIMA-TV 


1 


Evansville, Ind. 


WEHT 


Ephrata, Wash. (S) 


KBAS-TV 




Florence, S. C. 


WBTW 


Lewiston, Idaho (S) 


KLEW-TV 




Ft. Smith, Ark. 


KFSA-TV 


Pasco, Wash. (S) 


KEPR-TV 




Ft. Wayne, Ind. 


WANE-TV 


Youngstown, Ohio 


WFMJ-TV 




Fresno, Cal. 


KFRE-TV 


Yuma, Ariz.-El Centro, 






Goodland, Kans. 


KBLR-TV 


Cal. 


KIVA 




Green Bay, Wise. 


WBAY-TV 


Zanesville, Ohio 


WHIZ-TV 




Greensboro- Winston- 
Salem, N. C. 


WFMY-TV 








Greenville, N. C. 


WNCT 


CBS 






Harrisburg, Pa. 


WHP-TV 






Harrisonburg, Va. 


WSVA-TV 








Hartford, Conn. 
Houston, Tex. 


WTIC-TV 
KHOU-TV 









I City 



Albany, N. Y. 


W-TEN 


Adams, Mass. (S) 


WCDC 


Albuquerque, N. M. 


KGGM-TV 


Altoona, Pa. 


WFBG-TV 


Atlanta, Ga. 


WAGA-TV 


Austin, Tex. 


KTBC-TV 


Baltimore, Md. 


WMAR-TV 


Bangor, Me. 


WABI-TV 


Beaumont, Tex. 


KFDM-TV 


Binghamton, N. Y. 


WNBF-TV 


Birmingham, Ala. 


WBRC-TV 


Boise, Idaho 


KBOI-TV 


Boston, Mass. 


WNAC-TV 


Buffalo, N. Y. 


W BEN-TV 


Burlington, Vt. 


WCAX-TV 


Cape Girardeau, Mo 


KFVS-TV 


Casper, Wyo. 


KTWO-TV 


Cedar Rapids-Waterloo, 




la. 


WMT-TV 


Champaign, 111. 


WCIA 


Charleston, S. C. 


WCSC-TV 


Charlotte, N. C. 


WBTV 


Chattanooga, Tenn. 


WDEF-TV 


Cheyenne, Wyo. 


KFBC-TV 


Chicago, 111. 


WBBM-TV 


Chico, Cal. 


KIISL-TV 


Cincinnati, Ohio 


WKRC-TV 


Clarksburg, W. Va. 


WBOY-TV 


(SI Satellite lUtlon. 





Huntington-Charleston, 

W. Va. 
Indianapolis, Ind. 
Jackson, Miss. 
Jacksonville, Fla. 
Joplin, Mo. 

Kalamazoo-Grand Rapids, 

Mich. 
Kansas City, Mo. 
Kearney, Neb. 

Hayes Center, Neb. (S) 
Knoxville, Tenn. 
Lafayette, La. 
Lansing, Mich. 
Laredo, Tex. 
Las Vegas, Nev. 
Little Rock-Pine Bluff, 

Ark. 

Los Angeles, Cal. 
Louisville, Ky. 
Lubbock, Tex. 

Big Spring, Tex. (S) 
Lufkin, Tex. 
Macon, Ga. 
Madison, Wise. 
Mason City, la. 
Memphis, Tenn. 
Meridian, Miss. 
Miami, Fla. 
Milwaukee, Wise. 



WHTN-TV 

WISH-TV 

WJTV 

WJXT 

KODE-TV 

WKZO-TV 
KCMO-TV 
KHOL-TV 

KHPL-TV 
WBIR-TV 
KLFY-TV 
WJIM-TV 
KGNS-TV 
KLAS-TV 

KTHV 
KNXT 
WHAS-TV 
KDUB-TV 

KEDY-TV 
KTRE-TV 
WMAZ-TV 
WISC-TV 
KGLO-TV 
WREC-TV 
WTOK-TV 
WTVJ 
WITI-TV 



Minneapolis, Minn. 

Mobile, Ala. 

Monroe, La. 

Montgomery, Ala. 

Nashville, Tenn. 

New Orleans, La. 

New York, N. Y. 

Norfolk, Va. 

Oak Hill, W. Va. 

Oklahoma City, Okla. 

Omaha, Neb. 

Orlando, Fla. 

Ottumwa, la. 

Parkersburg, W. Va. 

Peoria, 111. 

Philadelphia, Pa. 

Phoenix, Ariz. 

Pittsburgh, Pa. 

Portland, Me. 

Portland, Ore. 

Providence, R. I. 

Quincy, Ill.-Hannibal, 
Mo. 

Reno, Nev. 

Richmond, Va. 

Riverton, Wyo. 

Roanoke, Va. 

Rochester, N. Y. 

Rochester, N. Y. 

Rockford, 111. 

Rock Island, Ill-Daven- 
port, la. 

Roswell, N. M. 

Sacramento, Cal. 

Saginaw, Mich. 

St. Louis, Mo. 

Salinas-Monterey, Cal. 

Salt Lake City, Utah 

San Antonio, Tex. 

San Diego, Cal. 

San Francisco, Cal. 

Savannah, Ga. 

Scranton, Pa. 

Seattle, Wash. 

Shreveport, La. 

Sioux City, la. 

Sioux Falls, S. D. 

South Bend, Ind. 

Spartanburg-Greenville, 
S. C. 

Spokane, Wash. 

Springfield, Mo. 

Steubenville, O.-Wheeling, 
W. Va. 

Sweetwater-Abilene, Tex. 

Syracuse, N. Y. 

Tallahassee, Fla.-Thomas. 
ville, Ga. 

Tampa, Fla. 

Terre Haute, Ind. 

Texarkana, Tex.-Ark. 

(Continued on page 126) 



Station 

WCCO-TV 
WKRC-TV 
KNOE-TV 
WCOV-TV 
VS LAC-TV 
WWL-TV 
WCBS-TV 
WTAR-TV 
WO AY-TV 
KWTV 
WOW-TV 
WD BO 
KTVO 
WTAP-TV 
WMBD-TV 
WCAU-TV 
KOOL-TV 
KDKA-TV 
WGAN-TV 
KOIN-TV 
WPRO-TV 

KHQA-TV 
KOLO-TV 
WTVR 
KWRB-TV 
WDBJ-TV 
WHEC-TV 
WVET-TV 
WREX-TV 

WHBF-TV 
KSWS-TV 
KXTV 
WKNX-TV 
KMOX-TV 
KSBW-TV 
KSL-TV 
KENS-TV 
KFMB-TV 
KPIX 
WTOC-TV 
WDAU-TV 
KIRO-TV 
KSLA-TV 
KVTV 
KELO-TV 
WSBT-TV 

WS PA-TV 
KXLY-TV 
KTTS-TV 



WSTV-TV 
KPAR-TV 
WHEN-TV 

WCTV 
WTVT 
WTHI-TY 
KCMC-TV 
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AIR MEDIA FA! 



...watching ig&J-T'V 

in FRESNO (California) 



If women figure importantly in your product's sales, you'll want 
to note that the March 1960, Fresno ARB survey shows — 

• the highest percentage of women viewers daytime and night- 
time (Mon-Fri) are on KMJ-TV 

• KMJ-TV is FIRST in the daytime hours (Mon-Fri) in 95 
quarter-hour periods, the other two local stations trailing 
with 55 and 40 

• KMJ-TV is FIRST in Share of Audience, Sign-on to mid- 
night (Mon-Fri) 




KMJ-TV . . . 
first TV station in the 
Billion-Dollar Valley 
of the Bees 



THE KATZ AGENCY 
NATIONAL REPRESENTATIVE 
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COLOR TV 



The color status of U. S. tv stations as of 30 June 



City 


Station 




City 


Station 


Toledo, Ohio 


WTOL-TV 


| 


Duluth, .Minn. -Superior, 




Topeka, Kans. 


WIBW-TV 




>V ISC. 


YLTICM TV 
W U5.T1- 1 > 


Tucson, Ariz. 


KOLD-TV 




17 Ul Jldlll-XXaiClgDj il. '— . 


WTVD 


Tulsa, Okla. 


KOTV 




F,a ii 1 la irp \\ icp 
ua u viidii n 1st. 


WFA1I.TV 


Valley City, N. D. 


KXJB-TV 


_ 


Erie Pa. 


WICU-TV 


Waco, Tex. 


KWTX-TV 


i 


Eureka, Cal. 


KIEM-TV 


Washington, D. C. 


WTOP-TV 




Evansville, Ind. 


WT\"W 


Wausau, Wise. 


WSAU-TV 


B 


F*lint \firri 


WJRT 


Wichita, Falls, Tex. 


KSYD-TV 




h lrtr*»n f*» Q I 


WBTW 


Wichita-Hutchinson, Kans.KTVH 


| 


Fresno, Cal. 


KJEO-TV 


Yakima, Wash. 


KIMA-TV 




VTl CCI1 Ddj Jl d.1 JJUCLLC, 




Ephrata, Wash. (S) 


KBAS-TV 




Wise. 


WLUK-TV 


Lewiston, Ida. (S) 


KLEW-TV 


| 


Greensboro, N. C. 


WFMY-TV 


Pasco, Wash. (S) 


KEPR-TV 




Greenville, N. C. 


WNCT 


Youngstown, Ohio 


WKBN-TV 


1 


Harris!) urg, Pa. 


WTPA 


Yuma, Ariz. 


KIVA-TV 




T-T t rnwfin liii rrr \7a 
iidi I jsuiiu ill g, t a* 


WSVA-TV 




= 


ild llll^Sj irU» 


KHAS-TV 






1 
= 


Hjittip^niiriF \1 ic« 

ILaLLlCouUJ 


WDAM-TV 








rl rtn rtliil 11 Ha ivai 1 

ilUUUIU U, lid nail 

Wnn ctnn T*pt 


KIIMI-TV 
KTRK-TV 


ABC 




= 

= 

M 


Indianapolis, Ind* 

J v ?v ?» ^ 1 1 ^ .'xidct 

I ap Lrcnn vi 1 If* KHa 
J atfvoUll * JilC, l la. 


WLW-I 
WLBT 
WFGA-TV 






I 


Irkrvlin Via". 

j upnii, .>1U. 


KOT1F.TV 








ivaidjudxuu, 


WK70.TV 


c n 

Aberdeen, o. D. 


KV4R.TV 


I 


K ansae I ltv 


KMRf.TV 


- \ (1 d , WKlo. 


KTEN 




l\CdlilCjf liCUi 


khoi^tv 


Albany, Ga. 


WAT R TV 


1 


LdKc VjUdl ICS, l_<d . 


KPLC-TV 


Altoona, Pa. 


\rrnr TV 


1 


1 a \A w t /^n I 1 \r 1 a 
L>dnLiJll, UKldi 


KSWO-TV 


Asheville, N. C.-Green- 






1 pnanrin Pa 
1~>CU<311U11, 1 a. 


WLYII-TV 


ville-Spartanburg, S. C. 




5 


I piinctnn Kv 


WLEX-TV 


Augusta, Ga. 




| 


I lma il mi it 


WI MA-TV 


Austin, Tex. 


UTRf TV 




I miicvillf 1 Kv 
i_<u uisviiic, i\ y • 


WA\"E-TV 


Bakersneld, Lai. 


ii'i vri n' 
KLi JJ-1 \ 


1 




KCBD-TV 


Baltimore, Md. 


l\ J /j- 1 > 


1 


\l qpnn 1 « -3 


WMAZ-TV 


rJangor, Ale. 


W A O f TV 


= 


Madison, Wise. 


** xVV7 W - 1 V 


Baton Rouge, La. 




I 


Meridian, Miss. 


« I UK- 1 V 


Beaumont, Tex. 


krU.u-lt 


I 


Miami, ria. 


irpcT TV 


Binghamton, IS. Y. 


w .iBr-l \ 


§ 


\ f T 

Monroe, La. 


X! f\ 1? TV 

K.iUJL- 1 V 


Birmingham, Ala. 


w A nr ' i ' \ " 

» Arl- 1 V 


§ 


Montgomery, Ala. 


w br A- 1 \ 


Birmingham, Ala. 


WBRC-TV 




Muncie, Ind. 


» LBC- 1 V 


Bismarck, N. D. 


KFYR-TV 




New Haven, Conn. 


»»>HC-I> 


Boise, Ida. 


KTVB 




Norfolk, Va. 


w > LC-1> 


Boston, Mass. 


WHDH-TV 




Oklahoma City-hnid, 




Bristol, Va. -Johnson City, 






Okla. 


V /".I""/". TV 


Tenn. 


WCYB-TV 


= 


(Jmaha, J\eb. 


K 1 ■ 1 V 


Buffalo, N. V. 


WKBW-TV 




rarkersburg, W. Va. 


WT A R TV 

w 1 Air- 1 \ 


Casper, Wyo. 


KTWO-TV 


1 


P^ria Til 

i eona, ill. 


WTVII 


Charleston, S. C. 


WCSC-TV 


1 


r nilaut ipma. r a. 


w r 1 Ij- i v 


Charleston, W. Va. 


WCHS-TV 




Phoenix, Ariz. 




Charlotte, N. C. 


WSOC-TV 


I 
= 


Pittsburg, Kan. 




Cheyenne, Wyo. 


KFBC-TV 




Pittsburgh, Pa. 


WTA P 


Chico, Cal. 


KHSL-TV 


1 


rlattsDurgn, i\. I.- 




Cincinnati, Ohio 


WCPO-TV 


I 


Rn rli n trtnn v*! 
DUiJHlgLUIl, V I. 


WPTZ 


Cleveland, Ohio 


WEWS 




Providence, R. I. 


WJAR-TV 


Colorado Springs, Colo. 


KRDO-TV 




Quincy, 111. 


WGEM-TV 


Columbia, S. C. 


WIS-TV 




Quincy, Ill.-Hannibal, Mo. 


KHQA-TV 


Columbus, Ga. 


WRBL-TV 




Redding, Cal. 


KVIP-TV 


Corpus Christi, Tex. 


KRIS-TV 




Reno, Nev. 


KOLO-TV 


Corpus Christi, Tex. 


KZTV 




Richmond, Va. 


WRVA-TV 


Dallas-Forth Worth, Tex. WFAA-TV 




Rochester, -N. Y. 


W^VET-TV 


Dayton, Obio 


WLW-D 




Rochester, N. Y. 


WHEC-TV 


Des Moines, la. 


WOI-TV 




Rochester. N. Y. 


WROC-TV 



I960 1 Continued) 






Ciry 


Station 


| 


Rockford, 111. 


WR EX-TV 


S 


Rock Island, 111. 


WHBF-TV 


I 


Roswell, N. M. 


KSWS-TV 


= 


Sacramento-Stockton, Cal. KOVR 


| 


Salinas, Cal. 


KSBW-TV 


| 


Salt Lake City, Utah 


KUTV 




San Antonio, Tex. 


KO.NO-TV 


= 


San Diego, Cal.-Tijuana, 






Mex. 


XETV 


1 


San Jose, Cal. 


KNTV 




Santa Barbara, Cal. 


KEY-T 


I 


Savannah, Ga. 


WTOC-TV 


_ 


Scranton- Wilkes Barre, 




| 


Pa. 


WNEP-TV 


| 


Seattle, Wash. 


KOMO-T\' 


§ 


Sbreveport, La. 


KSLA-TV 


i 


Shreveport, La. 


KTBS-TN" 




Sioux City, la. 


KTIV 


i 


Sioux City, la. 


K\TV 


1 


Sioux Falls, S. D. 


KELO-TV 


I 


Spokane, Wash. 


KREM-TV 




Springfield, Mo. 


KYTV 


i 


Steubenville, Obio 


WSTV-TV 


| 


Syracuse, N. Y. 


WHEN-TV 


| 


Syracuse, N*. Y. 


WSYR-TV 


i 


Terre Haute, InJ. 


WTHI-TV 




Texarkana, Ark.-Tex. 


KCMCT\ 




Tbomasville, Gap-Talla- 




- 


hassee, Fla. 


WCTA' 




Toledo, Ohio 


WSPD-TV 




Traverse City, Mich. 


WPBN'-TY 


1 


Tucson, Ariz. 


KGUN-TV 




Tyler, Tex. 


KI.TV 




Utica, N. Y. 


WKTV 




Waco, Tex. 


KWTX-T\ 




Wausau, Wise. 


WSAU-TV 




Wichita, Kan. 


KAKE-T\ 




Hays, Kan. (S) 


KAYS-T> 




Wichita, Falls, Tex. 


KFDX-TV 




Wilmington, N. C. 


WECT 




Winston-Salem, N. C. 


WSJS-TV 




Zanesville, Ohio 


W1IIZ-TY 



INDEPENDENTS 



Chicago, 111. 


WGN-TV 


Grand Forks, N. D. 


KN OX-TV 


Hartford, Conn. 


WTICT 


Los Angeles, Cal. 


KTLA 


Los Angeles, Cal. 


KTTV 


Minneapolis, Minn. 


KMSP-TV 


Mitchell, S. D. 


KORN-TV 


New York, N. Y. 


WPIX 


Phoenix, Ariz. 


KPHO-TV 


St. Louis, Mo. 


KPLR-TV 


San Francisco-Oakland. 




Cal. 


KTVU 


Seattle-Tacoma, Wash. 


KTNT-TY 


Tupelo, Wasb. 


WTWV 


Washington, D. C. 


WTTG-TV 


Weston, W. Va. 


WSPB-TV 
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COLOR TV 



lere's a list of advertisers who have used color on network tv 



iniiiiiiiiiiiiiiiii 



Network advertisers with color tv experience 



Company 



Years when 
color used 



Handling of 
commercials* 



Company 



Years when 
color used 



Handling of 
commercials* 



AUTOMOTIVE, OIL 



American Motors 


1959-1960 


N.A. 


Chrysler 


1955-1960 


LC-FC-TC 


Ford 


1956-1937, 


LC-FC-TC 




1959-1960 




Genera] Motors 


1956-1960 


LC-FC-TC 


General Petroleum 


1939-1960 


LC-FB 


Standard Oil 


1957, 1959- 


LC-FC-FB 




1960 




Standard Oil of Indiana 


1959-1960 


LC-FB 


Renault 


1959 


FB 


Sinclair Oil 


1959 


N.A. 


CIGARETTE COMPANIES 






American Tobacco 


1956-1960 


LC-FB 


Bayuk Cigars 


1959-1960 


LC-FB 


Liggett & Myers 


1957-1960 


LC-FB-TB 


LoriUard 


1957, 1939- 


LC-TC-FB 




1960 




R. J. Reynolds 


1957 


N.A. 


FOOD PRODUCTS, SOAPS & CLEANERS 


American Dairy 


1957-1959 


LC-FC-TC 


Anheuser Busch 


1959-1960 


LC-FB 


Armour & Co. 


1957 


LC-FB 


Borden & Co. 


1959-1960 


LC-FB 


Brillo 


1957-1960 


LC-FB 


Carnation 


1955-1956 


LC-FB 


Carting Brewing Co. 


1959 


LC-FB 


Colgate 


1955 


FC 


Continental Baking 


1959-1960 


LC-FB 


Corn Products 


1957-1960 


FB 


Genera] Foods 


1959-1960 


LC-FB 


General Mills 


1955, 1959- 


LC-FB 




1960 




Gold Seal Co. 


1959-1960 


FB 


H. J. Heinz 


1959-1960 


LC-FB 


Hills Bros. 


1958 


FB 


S. C. Johnson 


1956-1958 


LC-FC-FB 


Kellogg 


1957 


LC-FB 


Knomark 


1957-1938 


LC-FC-FB 


Lever Bros. 


1957-1960 


LC-FC-FB 


Libby, McNeill, Libby 


1938 


LC 


Minute Maid 


1957-1960 


LC-FB 


National Biscuit 


1959-1960 


LC-FB-TB 


National Dairy 


1954-1960 


LC-FC-TC 


Nestle Company 


1959-1960 


LC-FB 


Pepsi-Cola 


1957 


LC-FC 


Pet Milk 


1936-1958 


LC-FC 


Pillsbury 


1937 


LC-FB 


Procter & Gamble 


1938-1960 


LC-FB 


Purex 


1936-1957 


FB 


Standard Brands 


1939-1960 


LC-FB 


Sweets Co. of America 


1939-1960 


N.A. 


Swift & Co. 


1937 


LC-FC 


Van Camp 


1938 


N.A. 



HOUSEHOLD APPLIANCES, INDUSTRIAL- 
INSTITUTIONAL, ETC. 



Aluminium T trl 

ili Uill Jii J Uill Ld LUi 


1958 


FC 

a v - 


Aluminum i t\ nf Am 
al UII11I1 Uill LiU, ui AlIIi 


l*) - ? - ?- 1957 

l X St} t 


FC 


AT&T 


17J0*170U 


I C FC TP 


TJ ill f\\r r> 


1Q^7 


I C 

1 Aj 


1^1 ii /*t t.Ppa r\ i\ ri \r 
uiucLL'i ca uuu y 


M 7J7*17UU 


LC-FB 


inn&nl pnm- IV a irn 


1 959-1960 


FB 


DuPont 


1957-1960 


LC-FC-FB 


Eastman Kodak 


1935 


FC 


Equitable Life Assurance Co. 


1959-1960 


LC-TC-FB 


Florists Telegraph Delivery 


1957-1960 


FC-TB 


Goodyear 


1956-1957 


FC 


Greyhound 


1958-1959 


LC-FB 


Hallmark 


1954-1960 


LC-FC-TC 


Johnson Motors 


1959-1960 


FB 


Kaiser 


1956-1957 


N.A. 


Longines-Wittnauer 


1959-1960 


LC-FB 


Louis Mark 


1959-1960 


TC-FB 


Norelco 


1959-1960 


FB 


Polaroid 


1957-1960 


LC-FB 


Proctor Electric 


1959-1960 


FB-TB 


RCA 


1954-1960 


LC-FC 


Reynolds Aluminum 


1954 


LC-FC 


W. A. Sheaffer Pen Co. 


1959-1960 


FB 


Spiedel 


1959-1960 


LC-FB 


Sunbeam 


1954-1959 


LC-FC 


Timex 


1957-1960 


LB-FB-TB 


Timken 


1957 


LC-FC 


U. S. Steel 


1957 


FC 


Watchmakers of Switz. 


1959 


N.A. 


Westclox 


1959 


TC-FB 


Westinghouse 


N.A. 


LC 


Whirlpool 


1956-1958 


FC 



TOILETRIES, DRUGS AND 
PROPRIETARY MEDICINES 



Alberto-Culver 


1958-1960 


LC-FB 


American Home Products 


1959-1960 


LC-FB 


Ben Gay 


1959-1960 


LC-FB 


Block Drug Co. 


1939-1960 


LC-FB 


Bristol-Myers 


1959-1960 


FB 


Carter 


1959-1960 


FB 


Chesebrough-Ponds 


1957-1960 


LC-FB 


Gillette 


1937-1960 


LC-FB 


Hazel Bishop 


1959-1960 


FC-FB 


Helene Curtis 


1956 


FB 


Kimberley-Clark 


1956-1959 


FB 


Kleinert Rubber Co. 


1959-1960 


N.A. 


Mennen 


1937 


FB 


Miles Labs 


1936-1960 


LC-FB 


Noxzema 


1957-1939 


FC-FB 


Pharmacraft 


1937-1938 


LC-FB 


Revlon 


1933-1958 


FB 


Rexall 


1939-1960 


FB-TB 


Scott Paper 


1933 


FC-FB 


Schick 


1939-1960 


LC-FB 


Smitb, Kline & French 


1956-1939 


FC 


Sterling Drug 


1939-1960 


TC-FB-TB 


Warner-Lambert 


1956-1959 


FB 



SOURCE: From NBC TV, Tho top 100 National Advertisers* Attitude Toward Color TeleTision, preliminary report, July 1960. * Commercial coding: LC. 
live color; FC, fllm color; N.A., no answer; TC, tape color; FB, film, black and white; FBo. film, both black and white and color; Bi-C, billboard with color; 
LB. live, black and white. 
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SARRA... SPECIALISTS IN VISUAL SELLING 



*40 




9 



TELEVISION COMMERCIALS • PHOTOGRAPHIC ILLUSTRATIO 

IN BLACK & WHITE AND COLOR 




NEW YORK: 200 East 56th Street CHICAGO: 16 East Ontario Street 
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AIR MEDIA BASI 




YOU'LL FIND the most useful 
(acts and data on film and tape 
in this section: 61m price* and 
time costs in 50 markets, big re- 
gional buyers and the syndicated 
shows they use, who distribute* 
what in syndication today, broad- 
casters and producers that have 
tape equipment — those ready (or 
color or mobile operation — in the 
U. S. and abroad, taped programs 
already in syndication, a converter 
to read film footage as time or time 
into footage in both 16 mm or 35 
mm, plus complete credits on the 
Festival Film & Tape award* 









••••• 



Lock up your Fall program schedule now. Close up 
those blanks in your local programming. Line up any of 
these MGM-TV shorts across the board. Or combine them in any 
of many exciting ways. Open up new sponsor possibilities with 
the comedies, cartoons, novelties and specialties that really click! 



Wire, write or phone 
MGM-TV, 1540 Broadway, New York , N. Y., JUdson 2-2000 



LM & TAPE J 

FILM & TAPE BASICS 



INDEX 



INDICATION BASICS 



How much syndicated film and time cost in 50 markets page 132 

The big regional, Nat'l spenders in five product categories page 133 

The active syndicated shows and who distributes them page 134 



\PE BASICS 



Alphabetical list of taped shows now in syndication page 136 

These producers, in U.S. and abroad, have mobile tape page 136 

Stations and networks equipped with tape, starts on page 137 



)MMERCIALS BASICS 



First American Tv Commercials Festival: award winners, starts on page 142 



! Ho w to convert film footage to time (and vice versa) page 146 

I 
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I FILM & TAPEJ 

High and low time and program costs in 50 top markets 

■§\ n tiiiniiiiiiiiiiiininiiiiiM ii juii'iniiiivs 

Cost range weekly of nighttime half-hours and first-run syndicated film 



SYNDICATION BASICS 



Market 



Time Cost 



Film price 



High 


Low 


High 


Middle 


$ 675 


$ 408 


$ 400 


275 


720 


561 


415 


235 


877 


598 


600 


350 


510 


470 


250 


175 


1,800 


1,248 


900 


650 


750 


660 


475 


300 


540 


216 


190 


135 


600 


459 


350 


235 


2,700 


1,404 


2,250 


1,400 


846 


527 


700 


460 


1,030 


867 


850 


700 


648 


510 


400 


325 


648 


549 


525 


363 


513 


513 


225 


150 


620 


585 


375 


250 


494 


270 


350 


275 


1,417 


844 


1,200 


825 


432 


202 


300 


200 


702 


567 


175 


115 


486 


378 


225 


150 


3t0 


255 


125 


75 


Q60 


216 


300 


200 


576 


561 


450 


335 


450 


360 


225 


150 


702 


255 


500 


350 


555 


540 


175 


110 


729 


663 


425 


300 


648 


156 


350 


250 


540 


432 


225 


125 


2,280 


1,380 


2,350 


1,900 


570 


561 


380 


260 


540 


486 


450 


325 




483 


400 


275 


o *\J 


155 


500 


380 




612 


600 


440 


513 


410 


450 


235 


540 


384 


450 


300 


5,520 


3,120 


4,250 


3,000 


2,400 


2,200 


1,500 


900 


1,200 


1,026 


1,200 


950 


540 


486 


450 


325 


800 


780 


450 


300 


594 


185 


ISO 


100 


912 


510 


800 


500 


940 


816 


850 


590 


720 


240 


450 


325 


540 


528 


400 


280 


560 


540 


375 


300 


1,026 


600 


425 


300 


350 


297 


250 


130 



Albany-Schenectady-Troy, 

Atlanta, Ga. 

Baltimore, Md. 

Birmingham, Ala. 



N. Y. 



Boston, Mass.-Mancbester, N. H. 

Buffalo, N. Y 

Champaign-Urbana, 111 

Charlotte, N. C. 

Chicago, IU. _ 

Cincinnati, Ohio 

Cleveland, Ohio _ 

Columbus, Ohio _ 

Dallas-Ft. Worth, Tex. 



Davenport, Iowa-Rock Island-Moline, 111. 

Dayton, Ohio 

Denver, Colorado _ 

Detroit, Mich. 



Flint-Saginaw-Bay City, Mich. — — 

Grand Rapids-Kalamazoo, Mich. — 

Greensboro-Winston-Salem, N. C. 

Greenville, S. C.-Asheville, N. C. 

Hartford-New Haven-New Britain, Conn. 
Houston, Tex. 



Huntington-Charleston, W. Va. 

Indianapolis-Bloomington, Ind. 

Johnstown-Altoona, Pa. 

Kansas City, Mo. 



Lancaster-York-Harrisburg, Pa. 

Lansing-Onondaga, Micb. 

Los Angeles, Calif. _ 

Louisville, Ky. 

Memphis, Tenn 

Miami, Fla. 

Milwaukee, Wise. 



Minneapolis-St. Paul, Minn 

Nashville, Tenn. _ 

New Orleans, La. . ._ 

New York, N. Y.-Newark, N. J 

Philadelphia, Pa 

Pittsburgh, Pa. — 

Portland, Ore. _ _ 

Providence, R. I. . . 

Sacramento-Stockton, Calif 

St. Louis, Mo. - — 

San Francisco-Oakland, Calif 

Seattle-Tacoma, Wasb _ 

Syracuse-Elmira, N. Y. 

Toledo, Ohio . 

Washington, D. C. 

Wheeling, W. Va.-Steubenville, O. 



Note: Time costs are based on card rates listed in SRDS 
for 52 weeks. Film costs are based on trade estimates 
and are gross prices; deduct usual 15% to obtain net prices. 
Film prices fluctuate widely, sometimes rising above time 
costs and frequently falling far below "middle" range cost 



given above, especially in cases of station rather than ad- 
vertiser sale. Film prices given here are valid only for 
rough estimating use. Figures are for weekly film cost, 
39 new episodes plus 13 repeats, not prices of re-runs or 
tape shows. 



MINIM IIIIIIIIIDI llllllllllllli: 
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ILM & TAPE J SYNDICATION BASICS 

hat the major users of syndicated film buy 

iiiiniiiiiiiiii«iiiii!iiii!iiM niiiuiiiiii i ii nn imiiii umii n 1 1 umuTniBsmmiiTHiniiniiiiimB] n 

The big regional and national spot spenders: five important product categories 



Advertiser 



Agency 



Program 



No. of Distributor 
Markets 



BEERi 



Budweiser D'Arcy 

Falsi iff D F-S . 

Carling B & B . 

Kallantine Esty 



Jax 



.DCS&S .. . 



Schaefer BBDO 



.-Third Man 



. ..Coronado 9 ... 

. ._Phi] Silvers 

Shotgun Slade 

Johnny Midnight 

— Shotgun Slade . 

Manhunt 

Four Just Men 

feature film specials 
-Manhunt 



Drewrys MacFarland, Aveyard 

Stroh Zimmer, Keller & Calvert ... Tombstone Territory 

Genesee Marshalk & Pratt Manhunt ._ 

Pabst N. K & C misc. 



all U.S. rights— NTA 

(except N.Y.) 

. 56 MCA 

. 63 CBS Films 

. 32 MCA 

. 25 MCA 

. 20 MCA 

13 Screen Gems 

. 9 ITC 

. 7 

19 . Screen Gems 

. 20 Ziv-UA 

. 10 Screen Gems 

. 10 



GASOLINE i 



Conoco B & B Blue Angels 

D-X Sunray Potts-Woodbury .. Grand Jury 

Inn Oil Esty misc. 

Standard-Chevron BBDO Sea Hunt 

American Petrofina Taylor & Norsworthy Pony Express 

Standard Oil of Texas White & Shurford Two Faces West 



68 CNP 

22 NTA 

32 

23 Ziv-UA 

20 _CNP 

9 Screen Gems 



TOBACCO i 



American Tobacco BBDO 

Brown & Williamson Ted Bates 

Consolidated Cigar EWR&R 

R. J. Reynolds Esty 

Duke McCann-Erickson 



-Lock-Up 

_Case of the Robin 
-Home Run Derby _ 

..misc. 

..Sea Hunt 



_ 53 
. 32 
32 
.101 

. 6 



Ziv-UA 
Ziv-UA 
. Ziv-UA 

.Ziv-UA 



FOOD i 



Blue Plate Fitzgerald 

Lay's Potato Chips Liller, Neal, Battle 

& Lindsey 

H. P. Hood K & E 

Quaker Oats JWT 

Nestle McCann-Erickson _. 

Kellogg's Leo Burnett 



-Brothers Brannagan 
-Deputy Dawg 



_Jim Backus . 

-Award Theater 

_Roy Rogers 



Armour N. W. Ayer 

Rival Grey 



.Huckleberry Hound ... 

(national spot) 
Quick Draw McGraw .... 

(national spot) 
Mr. Magoo (natl spot) 
_misc. 



Sweets Eisen 

Kroger Campbell-Mithun 

General Foods D-F-S 



_misc. 
..misc. 
_misc. 
..jnisc. 



. 35 
_ 45 

. 10 
. 22 
110 
190 

190 

.150 
. 19 
. 21 

_ 45 
. 23 
. 36 



..CBS Films 
CBS Films 

CNP 
..Screen Gems 
..Roy Rogers Synd. 
..Screen Gems 

..Screen Gems 

..UPA 



AUTOMOTIVE^ 



Studebaker D'Arcy . 

Volkswagen F & S & R 

OTHERS 



-Tombstone Territory 

Four Just Men 

..Four Just Men 



8 
8 
8 



-Ziv-UA 
ITC 
-ITC 



U. S. Borax McCann Ericks 



Household Finance N, L&B 

Pacific Gas & Electric BBDO _ 

Miles Wade 



-Death Valley Days 

(national spot) 
misc. 



-Tombstone Territory 
.Manhunt 



68 

23 
10 
10 



-McCann-Erickson 



. Ziv-UA 
..Screen Gems 



:ust 1960 
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L FILM & TAPE J 

150 syndicated or national spot tv film series (July 1960) 



SYNDICATION BASICS 



'LllllllllllllllllllllllUlllllllllllllUUIIIIUIUIIIIIIIIlUllilllilll!' 



Illllllllllllllllllllllllllllllllllllllllllll 

Active syndicated film shows and who distributes them 



Abbott & Costello (Sterling) 
African Patrol (NTA) 
Air Power (CBS Films) 
Amer. Civil War (Trans-Lux TV) 
Amer. Forum of the Air* (WBC) 
American Legend (Official) 
Americans at Work (NTA) 
Amos V Andy (CBS Films) 
Assignment: Underwater (NTA) 
Badge 714 (CNP) 
Bengal Lancers (Screen Gems) 
Best of the Post (ITC) 
Bishop Sheen* (NTA) 
Blue Angels (CNP) 
Bold Venture (Ziv-UA) 
Boots & Saddles (CNP) 
Boston Blackie (Ziv-UA) 
Bowling Stars (Sterling) 
Bozo the Clown (Jayark) 
Brave Stallion (ITC) 
Brothers Brannagan (CBS Films) 
Bugs Bunny (UAA) 
Burns & Allen (Screen Gems) 
Californians (CNP) 
Cameo Theater (CNP) 
Cannonball (ITC) 
Capt. David Grief (Guild) 
Case of the Dangerous Robin (Ziv- 
UA) 

Casey Jones (Screen Gems) 
Championship Bowling (Schwim- 
mer) 

Cisco Kid (Ziv-UA) 

Citizen Soldier (Flamingo) 

Coronado 9 (MCA) 

Crossroads (Schubert) 

Danger Is My Business (CNP) 

Deadline (Flamingo) 

Decoy (Official) 

Deputy Dawg (CBS Films) 

Dial 999 (Ziv-UA) 

Ding Dong School* (ITC) 

Divorce Court* (KTTV, Los 

Angeles ) 
Felix the Cat (Trans-Lux TV) 
Flight (CNP) 
Four Just Men (ITC) 
Frontier (CNP) 
Glencannon (NTA) 
Grand Jury (NTA) 
Gray Ghost (CBS Films) 
Harbor Command (Ziv-UA) 
Henry & His Claymates (CNP) 
Highway Patrol (Ziv-UA) 



Home Run Derby (Ziv-UA) 
Honeymooners (CBS Films) 
Hopalong Cassidy (CNP) 
Hour of Stars (NTA) 
How to Marry a Millionaire 
(NTA) 

I Married Joan (Interstate) 
Interpol (ITC) 

I Search For Adventure (Bagnall) 

Ivanhoe (Screen Gems) 

Jack Lalanne (Compton) 

Jeff's Collie (ITC) 

Jet Jackson (Screen Gems) 

Jim Backus (CNP) 

Jim Bowie (ABC Films) 

Johnny Midnight (MCA) 

Laurel & Hardy (Governor) 

Life of Riley (CNP) 

Little Rascals (Interstate) 

Lock-Up (Ziv-UA) 

Looney Tunes (UAA) 

Major League Baseball (World 

Wide TV) 
Man Without a Gun (NTA) 
Manhunt (Screen Gems) 
Medic (CNP) 

Medicine 1960* (Screen Gems) 

Meet McGraw (ABC Films) 

Mel-O-Tunes (UAA) 

Men of Annapolis (Ziv-UA) 

Mike Hammer (MCA) 

Mr. & Mrs. North (Shubert) 

Mr. District Attorney (Ziv-UA) 

My Little Margie (Official) 

Navy Log (CBS Films) 

New York Confidential (ITC) 

Night Court (Banner) 

Not For Hire (CNP) 

Notre Dame Football (WGN-TV) 

Official Detective (NTA) 

Our Miss Brooks (CBS Films) 

Panic (CNP) 

Paul Coates* (KTTV, L. A.) 
People's Choice (ABC Films) 
Phil Silvers (CBS Films) 
Play of the Week (NTA) 
Playboy's Penthouse (Official 

Films) 
Pony Express (CNP) 
Popeye (UAA) 
Ramar of the Jungle (ITC) 
Reading Out Loud* (WBC) 
Rendezvous (CBS Films) 
Rescue 8 (Screen Gems) 



Robert Herridge Theater* (CBS 
Films) 

Roller Derby (Roller Derby of 
Calif.) 

Roy Rogers Y> hrs. (Roy Rogers 
Synd.) 

San Francisco Beat (CBS Films) 

Science Fiction Theatre (Ziv-UA) 

Sea Hunt (Ziv-UA) 

Sergeant Preston (ITC) 

Sheriff of Cochise (NTA) 

Sherwood Forest (Official) 

Shotgun Slade (MCA) 

Silent Service (CNP) 

Soldiers of Fortune (MCA) 

S. A. 7 (MCA) 

Star Performance (Official) 

State Trooper (MCA) 

Superman (Flamingo) 

Susie (ITC) 

Sweet Success (ITC) 

Terr) toons (CBS Films) 

Third Man (NTA) 

This Is Alice (NTA) 

This Man Dawson (Ziv-UA) 

Three Stooges (Screen Gems) 

Tombstone Territory (Ziv-UA) 

Topper (Shubert) 

Trackdown (CBS Films) 

26 Men (ABC Films) 

Two Faces West (Screen Gems) 

U. S. Border Patrol (CBS Films) 

U. S. Marshal (NTA) 

Union Pacific (CNP) 

Victory at Sea (CNP) 

Vikings (Ziv-UA) 

Walter Winchell File (NTA) 

Waterfront (MCA) 

West Point (Ziv-UA) 

Whirlybirds (CBS Films) 

White Hunter (Shubert) 

Wild Bill Hickok (Screen Gems) 

Willie McBean (Trans-Lux TV) 

Winter Baseball* (Max Cooper) 

Wonders of the World (Caples) 

Youth Wants to Know (WBC) 

National Spot 

Death Valley Days (U. S. Borax) 
Huckleberry Hound (Kellogg's/ 

Screen Gems) 
Mr. Magoo (Kellogg's/UPA) 
Quick Draw McGraw (Kellogg's/ 

Screen Gems) 



•Video Upe 



mi i nun 
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AIR MEDIA B Si 



There are now 640 Videotape* Television Recorders in daily use. In the United 
States alone, 94.6% of the television audience regularly view programs re- 
corded on Ampex TV tape recorders. By standards of design and manufac- 
ture, a tape recorded on an Ampex can be played on all of the 640 Ampex 
television recorders throughout the world. ♦T.M. Ampex Corp. 



AMPEX TAPES ARE MADE AND PLAYED AROUND THE WORLD 



VIDEO PRODUCTS DIVISION - AMPEX PROFESSIONAL PRODUCTS COMPANY 
934 CHARTER STR EET - RE DWOO D CITY. CALIFORNIA 



Ampex 



ust I960 
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TAPE BASICS 



Tape producers and tape programs in syndication 



lllllill , Ml. 



AW 



Alphabetical list of syndicated program tapes now in distribution 



Title 


Distributor 


Alexander ICing 


\TA-Telestudios 


Ampricnn Fnni m rkf t iip A Si* 

a ■II': * 1*. £1 11 M Ul Ulll \J L 1 11* /Tfc 1 1 


• » Co I 111 UlUaUld' LlUg 


Atomic Submarine 


Jon athan Yost. Hollywood 


It fif\ la m f rnm FfntfttrhTt 


WB7-TV Boston 


l-t ill rkf Inni^lmAnl 

lilll 1 1 1IU 1 II I Yrll L 


K. I 1 \ T jtc A n <7£>1 i^c 

IV 1 1.. 1 ^ 1 ^ ? o AI1&C1C3 


nisnnn SrloAn 

Lfl = lllP|J ijIICCll 


^ t A -Tpl*»ctn rlinc 

l' 1 - * 1 UU1U9 


* n« hi jjiuii sin jj tt rirsiiiiig 


■V I I A I AC A noAlfiC 


Davifl ^ncclf ■ nil's Onon Vnil 

uu * i f i 0U39&111Q 9 v/pen luo 


r% A .T«l Act n^iiitc 


K - lllc I " 1 1 £1 i ■ 11 W 1 


ITC 


i-' i * on e un 




Emergency Ward 


KTLA, Los Angeles 


Explorers of Tomorrow 


KKUIN-IV, San rrancisco 


Funs vi He 


KDKA-TV, Pittsburgh 


George Jessel Show 


KCOP, Los Angeles 


Gourmet Club 


WPIX, New York 


Guy Mitchell Show 


KTLA, Los Angeles 


The Happy Time 


KTLA, Los Angeles 


Henry Morgan and Company 


NTA-Telestudios 


Jai Alai 


XETV, Tijuana 


Josey's Storyland 


KDKA-TV. Pittsburgh 


Life of Christ 


NTA-Telestudios 


Live Pro Wrestling 

llllllllfllliiMiJIinillSWII-/^ .? 


Guild Films 

iiiiiiiiiii minium 'ilium ". mini , 


inii ' .it , " ' iiiiiiiiiiiiiiiii iiiii 


IIHIIIIIIIIIIIIIIIIII MIL llllllllllll - III II 



Title 


Distributor 


Luncheon in Vegas 


Jonathan Yost, Hollywood 


Maria Palmer Show- 


KTTV', Los Angeles 


Mark Brand 


KTLA. Los Angeles 


Medicine — 1960 


Screen Gems 


Mike Wallace Interview 


NTA-Telestudios 


Municipal Court 


KTLA, Los Angeles 


Out of the West 


Jonathan Yost, Hollywood 


Paul Coates Show- 


KTTV, Los Angeles 


People's Court 


KCOP, Los Angeles 


Ol - C .1 XT" 1 

Flay of the « eek 


IN 1 A-lelestudios 


Playboy Penthouse 


WBKB, Chicago 


Polka Parade 


KTLA, Los Angeles 


Robert Herridge Theatre 


CBS Films 


Science in Action 


KRON-TV, San Francisco 


Sheriff Smith Show 


WHYY-TV 


Slimnastics 


Official Films 


The Time and the Place 


Family Films 


Traffic Court 


KABC-TV, Los Angeles 


Winter Baseball 


Max Cooper, Chicago 


Youth Wants To Know 


Westinghouse Broadcasting 


Xavier Cugat 

Jllllll .11 1 J nil ii • h'l 


NTA-Telestudios 



Independent 
MOBILE TAPE SERVICES 

California 

CBS, Los Angeles (2) 
John Guedel Productions, L. A. (4) 
Mobile Video Tapes, L. A. (2, color) 
Red Skelton, L. A. (2, color) 
VTR Mohile Productions, L. A. (2) 
KTTV, Los Angeles 

Florida 

WEAR-TV, Pensacola 
WFLA-TV, Tampa 
Mel Wheeler, Pensacola 
WPST-TV, Miami 
WTVT, Tampa 

Hawaii 

KHVH-TV, Honolulu 
Illinois 

D and B Productions, Skokie 

VICOA, Inc., Chicago (2) 

Indiana 

WTTV, Indianapolis (2) 

Michigan 

gianTView Television Corp., Fern- 
dale (2) 

Minnesota 
WTCN-TV, Minneapolis 



m ilium ^mmm-mmmm 
tape producers and mobile tape services 



iw mii •TSKEsir 



Missouri 

KYTV, Springfield 
KPLR, St. Louis 

New York 

NTA-Telestudios 

Sports Network, Inc. (2) 

MVT Television, Inc. (3, color) 

Affiliated TV, Inc. 

WRGB, Schenectady 

Virginia 

WXEX-TY, Petersburg 

Canada 

CHCH-TV, Hamilton, Ontario 



TAPE-EQUIPPED 
INDEPENDENT PRODUCERS 

California 
John Guedel Productions, L. A. (4) 
Mobile Video Tapes, L. A. (2, color) 
Red Skelton, L. A. (2) 
VTR Mobile Productions, L. A. (2) 

Florida 

Mel Wheeler, Pensacola 
Illinois 

D and B Productions, Skokie (3) 

■■■■ ^Wr^P*™«M»— I 



Graphic Pictures, Chicago (2) 
Teletape Productions, Inc., Chicago 
VICOA, Inc., Chicago (2) 

Michigan 

gianTView Television Corp., Fern 
dale (2) 

New York City 
NTA-Telestudios (4) 
Elliot, Unger & Elliot (2) 
Affiliated TV, Inc., 
Videotape Productions (3) 
Sports Network (5) 
MVT Television, Inc. (3) 
TvAR (station representatives) 

MOBILE SERVICES 
OUTSIDE U.S. 

France 

Intercontinental TV, Paris (2) 
Canada 

CHCH-TV, Hamilton, Ontario 
England 

Granada TV, Manchester 

Tyne Tees, Newcastle 

TV Wales, Cardiff 

ATV, London 
West Germanv 

SWF, Baden-Baden 
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i itions & networks with tv tape facilities 

iiuiuminniiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii in - in* 'iiiiiiiiiiiiiiiiiwwiiifci 



.. . .!» 



Broadcasters with Ampex or RCA tv tape equipment (July 1960) 



Arizona 

KOOL-TV, Phoenix 
KTVK, Phoenix 
KVAR-TV, Phoenix 
KPHO-TV, Phoenix 

Arkansas 

KARK-TV, Little Rock 
KTHV, Little Rock 

California 
KHJ-TV, Los Angeles (2) 
KTTV, Los Angeles (4) 
KCOP-TV, Los Angeles (4) 
KTLA-TV, Los Angeles (4) 
ABC, Los Angeles (8) 
CBS, Los Angeles (12, color) 
NBC, Los Angeles (8, color) 
KCRA-TV, Sacramento (2) 
KFMB-TV, San Diego 
KFSD-TV, San Diego 
KTVU, San Francisco-Oakland 
(2) 

KRON-TV, San Francisco (2) 
KPIX, San Francisco (2) 
KGO-TV, San Francisco (2) 
KOVR-TV, Stockton 
KXTV, Sacramento 

Colorado 

KLZ-TV, Denver (2) 
KOA-TV, Denver (2) 
, KBTV, Denver (2) 

' Connecticut 

i 

J WTIC-TV, Hartford (2) 

I WNHC-TV, New Haven (2) 

I Florida 

| WPST-TV, Miami (2) 
WTVJ, Miami 
WEAR-TV, Pensacola 
WFLA-TV, Tampa (2) 
WTVT, Tampa (2) 



WPTV, Palm Beach 
WJXT, Jacksonville 

Georgia 

WAGA-TV, Atlanta (2) 
WSB-TV, Atlanta (2) 
WLW-A, Atlanta 

Hawaii 

KGMB-TV, Honolulu 
KONA, Honolulu 
KHVH-TV, Honolulu (2) 

Illinois 

ABC (WBKB), Chicago (8) 
WBBM-TV, Chicago (2) 
WGN-TV, Chicago (2) 
WNBQ. Chicago (2, color) 

Indiana 

WISH-TV, Indianapolis (2) 
WNDU-TV, South Bend (2) 
WSBF-TV, South Bend 
WTTV, Indianapolis (2) 
WFMB-TV, Evansville (2) 
WANE-TV, Ft. Wayne 

Iowa 

WOI-TV, Ames 
WMT-TV, Cedar Rapids 
KRNT, Des Moines 
WHO-TV, Des Moines (color) 
KVTV, Sioux City 

Kansas 

KTVH-TV, Wichita 

Kentucky 

WHAS-TV, Louisville 

Louisiana 

WBRZ, Baton Rouge 
WDSU-TV, New Orleans (2) 
WWL-TV New Orleans (2) 



Maryland 

WJZ-TV, Baltimore (2) 
WMAR-TV, Baltimore 
WBAL-TV, Baltimore (2) 

Massachusetts 

WN AC-TV, Boston (2) 
WBZ-TV, Boston (2) 
WHDH-TV, Boston (2) 
WWLP-TV, Springfield 

Michigan 

WJBK-TV, Detroit (2) 
WWJ-TV, Detroit (2) 
WJRT, Flint 
WXYZ-TV, Detroit (2) 
WNEM-TV, Saginaw 

Minnesota 

WHYZ-TV, Duluth 
KMSP-TV, Minneapolis 
WCCO-TV, Minneapolis (2) 
KSTP-TV, St. Paul (2) 
WTCN-TV, Minneapolis 

Missouri 

KCMO-TV, Kansas City (2) 
WDAF-TV Kansas City (2) 
KMBC-TV, Kansas City (2) 
KMOX-TV, St. Louis (2) 
KPLR, St. Louis (2) 
KSD-TV, St. Louis (2) 
KTVI, St. Louis 
KYTV, Springfield 

Nebraska 

WOW-TV, Omaha 

New Mexico 

KGGM-TV, Albuquerque 
KOB-TV, Albuquerque 

(Continued on page 138) 
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Tape equipped broadcasters (Continued) 



mmmmmmmmm 



( Continued from page 137) 

New York 

WGR-TV. Buffalo 
WNTA-TY, Newark-New York 
(2) 

ABC, New York (10) 
CBS, New York (20, color) 
NBC, New York (15, color) 
WNEW-TV, New York (2) 
WOR-TV, New York (2) 
WPIX, New York (2) 
WROC-TV, Rochester 
WVET-TV. Rochester 
WHEC-TV, Rochester 
WRGB, Schenectady (2) 
WSYR-TV. Syracuse (2) 
WH EN-TV, Syracuse 

North Carolina 
WBTV, Charlotte 
WFMY-TV. Greensboro 
WNCT-TV, Greenville 
WRAL-TV, Raleigh 
WECT, Wilmington 

North Dakota 

KXJB-TV, Fargo- Valley City 

Ohio 

WXW-TV, Cincinnati (color) 
KYW-TV. Cleveland (2) 
WEWS-T\ r , Cleveland (2) 
WJW-TV, Cleveland (2) 
WSPD-TV, Toledo (2) 
WKBN-TV, Youngstown 

Oklahoma 

KTEN-TV, Ada 
KOCO-TV, Oklahoma City 
WKY-TV, Oklahoma City (2) 
KWTV, Oklahoma City 
KOTV, Tulsa 
KVOO-TV, Tulsa 
KTUL-TV. TuUa 

Oregon 

KGW-TV, Portland (2) 



KOIN-TV. Portland (2) 
KPTV, Portland 

Pennsylvania 

WFBG-TV, Altoona 

WGAL-TV, Lancaster 

WCAU, Philadelphia (2) 

WFIL-TV, Philadelphia (3) 

WRCV-TV. Philadelphia 
(2, color) 

KDKA-TV, Pittsburgh 
WIIC, Pittsburgh (2) 
WTAE, Pittsburgh 

RJiode Island 

WJAR-TV, Pw idence 
WPRO-TY, Providence 

South Carolina 

WUSN-TV, Charleston 
WFBC-TV, Greenville 

Tennessee 

WSM-TV, Nashville 
WSIX-TV, Nashville 

Texas 

KGNC-TV, Amarillo 
K FDA-TV, AmariUo 
KTBCTV, Austin 
KFDM-TV, Beaumont 
KRLD-TV, Dallas (2) 
WFAA-TV, Dallas (2) 
KFJZ-TV, Fort Worth (2) 
WBAP-TV, Fort Worth 
KGBT, Harlingen 
KHOU-TV, Houston (2) 
KPRC-TV, Houston (2) 
KTRK-TV, Houston 
KDUB-TV, Lubbock (2) 
KENS-TV, San Antonio 
KONO-TV, San Antonio (2) 
WOAI-TV, San Antonio (2) 



KFDX-TY, Wichita Falls 
KSYD-TV. Wichita Falls 

Utah 

KLOR-TY, Provo 
KSL-TY. Salt Lake City (2) 
KCPX, Salt Lake City (2) 
KUTV-TV. Salt Lake City (2; 

Virginia 

WVEC-TY, Norfolk 
WTAR-TV, Norfolk (2) 
WXEX-TV, Petersburg 
WRVA-TV, Richmond 
WTS'R, Richmond 
WDBJ-T\ r . Roanoke 
WSIS-TV, Roanoke 
WAVY-TV, Portsmouth 

Washington 

KIRO-TV, Seattle (2) 
KING-TV, Seattle (2) 
KOMO-TV, Seattle 
KTNT-TV, Tacoma 
KXLY-TV, Spokane 
KHQ-TV, Spokane 
KREM-TV, Spokane (2) 
KIMA-TV, Yakima 

K est Virginia 

WCHS-TV, Charleston 
WSAZ-TV, Huntington (2) 
WHTN-TV, Huntington 
WTRF-TV, Wheeling 

Wisconsin 

WISC-TV, Madison 
WITI-TV, .Milwaukee (2) 
WISN-TV, Milwaukee 
WTMJ-TV, Milwaukee 

District of Columbia 

WTTG-TV, Washington (2) 
WTOP-TV, Washington (2) 

Does doc include eduetttoOAl KttlM 
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IDEOTAPE COMMERCIALS & PROGRAMS PRODUCED ANYWHERE! 

a virtual 

television 

station 




WHEELS! 



Opportunities UNLIMITED! Just imagine: in-home 
commercials without building costly sets ; outdoor spots 
including traffic and crowds ; store locations dramatically 
and actively conveyed; style sho%vs, jewelry, gourmet 
restaurant dishes — all with the speed and quality of 
tape! Also, complete programs limited only to creative 
imagination! And it's all available to you with the 
"Channel 8 Videocruiser". . . WFAA-TV's new quarter 
of a million dollar studio on wheels! 



hannel 8 



3000 HARRY HINES BLVD. DALLAS, TEXAS 

Stpmmttd by ^^^j^^^j^^^ The Original Station Repracntatirt 




★ 40-Foot Cruiser With Own 
Power Plant! 

•k Two Ampex Videotape Machines! 

-k Six Marconi Image Orthicon 
Cameras ! 

CALL OR WRITE TODAY 
FOR COMPLETE DETAILS 
AND RATES. 



continuing progress from 
the station with the 
"QUALITY TOUCH!" 



TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
XST i960 
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Get the TV Tape System 



with a "MATCHED" line o 



RCA TV Tape Recorder • RCA Video Equipment • RCA TV Film Equipment • 
RCA Audio Equipment • RCA Switching and Special Effects • RCA Film Recording 
Equipment (Studio or Mobile — Monochrome or Color) 



WHY NOT LET AN "OLD HAND" ASSEMBLE YOUR TV TAPE PRODUCTION PACKAGM 
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AIR MEDIA 3. 




Program Production Equipment 

With an RCA TV Tape System you get equipment that is designed for incorpora- 
tion into a complete package. You get everything you need from one reliable 
source of supply— from cameras to TV tape recorders, including audio, switching, 
and special effects. You obtain equipment with a background of experience that 
is without equal in the film and television industries. You get the finest pic- 
tures—both color and black-and-white . . . Why risk the chance of failure with 
unmatched equipment when you can get equipment from RCA that is matched— 
both electrically and mechanically— to work in a system. 

Free brochure on RCA Customized TV Tape System is available. See your EC A 
Representative. Or urite to RCA. Dept. YB-2 4. Building 15-1. Camden. X. J. 

RADIO CORPORATION of AMERICA 

Tmiw® BROADCAST AND TELEVISION EQUIPMENT • CAMDEN, N. J. 




ST I960 
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COMMERCIALS BASICS 
COMPLETE CREDITS FOR AWARD WINNERS OF F) 

Special citations for excellence in ten areas of achievement 



SinillllllllllillMIIHIIlHlM^ 

1 CATEGORY 


IIIIIIIIMIIIIIIIIIIIIIIIIINIIIIIIIIIIMII 
AWARD 


IIIIMIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIIIIIIUIIIIIIMIIB 
1 TITLE 


IIMIUIIIIIIffllllfllllllMIIIIIIIIMIIIIIIIIIfflllll 
| ADVERTISER 


IMlllllllUllMlllllllllllllllllllllllflllll! 
|| AGENCY 


tllllffi'lllllllllllllllllll II 
J PRODUC 




Uanadian 


Best 


The Tea That Dares 


J. Lyons & Co. 


Henri, Burley, 
McDonald 


Lawrence, 


3 




Runner-up 


Announcer 


Robin Hood Oats 


YSR. Canada 


Gifford-Ki 


1 




Hon. Mention 


Nuggett Shoe Polish 


Reckitt & Cnlman 


YSR. Canada 


Lawrence. 


B 


Local 


Best (tie) 


Newlyweds 


Minn. Gas Co. 


Knox Reeves 


Grantrav-l 


1 




Best (tie) 


Housewife, Clothesline 


Minn. Gas Co. 


Knox Reeves 


Playhouse 






Runner-up 


Albuquerque Bank 


Alb. Nat'l Bank 


Ward Hicks 


KGGM-r 




Overall Tv Campaign 


Spec. Cit. 


Instant Mixed Onions 


Durkee: 
Glidden 


Meldrum & 
Fewsmith 


Niles, Ch| 




Product Demo. 


Spec. Cit. 


Jam Coffee Braid 


Fleischmann's 


JWT 


E' E. NY 




Animation Design 


Spec. Cit. 


Stop at 76 


Union Oil. Cal. 


EWRSR 


Playhouse 




Visual Effects 


Spec. Cit. 


Sheer Strip, Patch, Spot 


JSJ: Band Aid 


YSR. NY 


Elektra, 




Cinemaphotography 


Spec. Cit. 


Zest: Start Fresh 


PSC 


BSB, NY 


VPI. NY 




Entertainment 


Spec. Cit. 


Ernie Kovacs 


Dutch Masters 


EWRSR, NY 


ABC TV,! 




Musical Track 


Spec. Cit. 


Mercury: Ballad 


Ford Motor Co. 


KSE, NY 


Van Praa 




Musical Track 


Spec. Cit. 


Tang: Clown 


General Foods 


YSR, NY 


NBC. NY 




Music & Jingle 


Spec. Cit. 


Inana: Little Girl 


Bristol-Myers 


DCSSS 


Transfilrn 




Video Tape Production 


Best 


Delco: 5 Car Salute 


UMS Div., GM 


C-E, Det. 


NBC, NY1 






Runner-up 


Grand Central 


Westclox 


BBDO. NY 


NTA TelJ 


Iffllilll 


IIIIM!IMIini{|||lllllliaillll1IMIMIIIIIIIIIIIIIIIIIIIIIIII!llirill!!'illllIlllllll 


Hon. Mention 

[llinillMIIMIIIIIIIIIIIIIIIIIIIMIII 


Valiant: Carillo Beach 

<IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIMIIIIIIII!lllllllllll!lllll!IIIMIIIIM 


Chrysler Corp. 

IIIIIIIIIIIIIII1IIIIIIIMIIIIIIUIIIIIIIIIMIIIIIIIIIIIIM 


BBDO, Cal. 

IIIMIIIIIIIIIIIIIMIMIIIIIIIIIIIIinillilllllH 


NBC, Cal 

IHIIIIIIIIIIIIIIIIIIIIIIIII!! 


Product category competition: 


winners, runners -up and honorable mentions 


PIMM 


IIIIMIHIIIIIIIIIIIIIIIIUIUIIilllllMIIIIIIIIIIIIIIIIIIIIMIIIIIIUIIMIIIIIIIIIIIMIIIIII 
CATEGORY 


IIIIIIIIIIIIIMMIIIMIIIIIIII1IIIIIIIII 
AWARD 


iiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHMiiiuiiiiniiiiM 

| TITLE 


["''''IIIHIIMIIIIIIIIIIIIIIIIIIIIIIHIIIIIII 
1 ADVERTISER 


llll llllllllllllllllllllllllllllllllllllllllllllll 
| AGENCY 


IIIIMIIIIIIIIIIIIIMIIIIIII1II 
| PRODU< 




Automobiles 


Best 


Family Shopping Tour 


Chevrolet 


C-E, Detroit 


Robt. La 






Runner-up 


Falcon: Linus 


Ford 


JWT, NY 


Playhou? 




Auto Access. 


Best 


Delco: 5 Car Salute 


UMS Div., GM 


C-E, NY 


NBC 






Runner-up 


Simoniz: Peter Lorre 


Simoniz 


YSR, Chi. 


MGM T> 






Hon. Mention 


Prestone: Molecule 


Union Carbide 


Esty, NY 


Pelican. 




Apparel 


Best 


Don't Forget Your Nylons 


Chemstrand 


DDB, NY 


EI*E. N v 






Runner-up 


DuPont Zelan 


DuPont 


BBDO, NY 


EUE, Nl 




Appliances 


Best 


Nichols & Mav 


GE 


Y&R, NY 


NBC, N ■ 






Runner-up 


Portahle Mixer 


GE 


YSR, NY 


Gray-0'F| 




liaked Goods 


Best 


Jam Coffee Braid 


Fleischmann's 


JWT, NY 


EUE, N"l 






Runner-up 


Eggs Eggs Eggs 


Nahisco 


McC-E. NY 


Sarra, N ^, 




Heers & Wines 


Best 


Martini & Rossi 


Renfield 


Reach, McC 


EUE, N' 1 






Runner-up 


Announcer Audition 


Piel Bros. 


YSR, NY 


Pelican, ■ 






Hon. Mention 


Budweiser Party 


Anheuser Busch 


D'Arcy, St. L. 


MPO, N^j 




Iireakfast Cereals 


Best 


Sounds of Morning 


Rice Krispies 


Burnett, Chi. 


Lawrenc<T 






Runner-up 


Board Meeting 


Post Sugar Crisp 


B&B 


Ray Favl 




Cigars, Cigarets 


Best 


Haydn 


Dutch Masters 


EWRSR. NY 


ABC T\l 




Runner-up 


Beach 


l ucky Strike 


BBDO, NY 


Jack Defl 






Hon. Mention 


Man Smoking 


Alpine 


DDB. NY 


EUE, Yt 




Coffees & Teas 


Best 


Percolator 


Maxwell House 


OBSM, NY 


TV Gral 




Continued on page 00 


Runner-up 


Two Beans: Nescafe 


Nestle 


Esty, NY 


Geesinkp 



llllllllllllllllllllllllllllllllllllllllllllllllllllll 
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ICAN TV COMMERCIALS FESTIVAL AND FORUM 



COPY | ART DIRECTOR | DIRECTOR j 



mini 

DESIGN 



j CAMERAMAN 



MUSIC 



J. H. Burley 



Don Hall 



Bob Rose 



Hugh Spencer Fritz Speiss 



Mantovani 



eKtt 



Wm. Bankier 



Wm. Stevens 



Paul Kim 



B lwell Roger Moisan 



Raymond Roy 



Robt. M. Rose Hugh Spencer 



Fritz Speiss 



y 'pherd Gene Carr 
Gene Carr 



Lawrence LaBelle Ray Paterson 



Grant Simmons 



Ernie Garven 



Lawrence LaBelle Bill Melendez 



Bill Melendez 



Arlen Asher 



Geo. Skinner 



'erman Bruce Stauderman Orvil Hurd 



Thos. Rook 



Manny Paull 



Howard Siemon Sid Siegel 



■T Levin Joyce Noble 



Thos. Naegele 



Eisenberg, Stone Donald Tirrel 



If 



Rubye Mae Griffith 



Bill Melendez 



Chris Jenkyns 



Jack Fascinato 



A. Peabody 



Scherz, Frankfurt Jack Goodford Jack Goodford 



Herbert Hughes Music Makers 



Murray Crummins Bob Lelle 



Ed Casper 



D. Juskevich 



Lenny Hershfield Roy Eaton 



I 



Al Wein 



Barry Shear 



Al Wein 



Norm Silvers 



Haydn 



ice Harry Stoddart 



Wm. Van Praag 



Walsh, Zucker 



Henry Svlvern 



Ida Blackman 



Wm. Hawkley 



Herb Horton 



Wm. Whitman 



Sheldon Sosna 



Hal Gerhardt 



Mel London 



Carl Hugeland 



John Ercole 



Jack Easton 



Thos. Blanchard 



Dick Feldman 



Jim Trimble 



Mort Lindsay 



" ^ckson Gordon White 
"fc'son Stu Hample 



A. Normandia 



Len Vallenta 



Willis Knightton 



Bob Robb 



Illllllllllllllll 



Dale Anderson 

IIIIUIIIIIIIIIIIIIIIIHIIIIUII1III 



■MHIIIIIIIIIIIIIIinilllllllllllllllllllllll 
K PROD. I COPY 



| ART DIRECTOR 



IIIUIIIIIIIIIIIIIIIIIIIIIII 
DIRECTOR j 



III 

DESIGN 



iiiiiiiiiiiiuiiiiiiiiiniiiiiiiiffliiiiiiiniiiiiM 

j CAMERAMAN | MUSIC m 



j irlain Kensinger Jones 



Jerry Schnitzer Ernst Fegte 



Karl Struss 



Stanley Wilson 



iterice P. de Monterice Van Stith 



Bill Melendez 



S. Sturtevant 



Melville Leven 



Thos. Blanchard 



Dick Feldman 



Jim Trimble 



Mort Lindsay 



£ Vard Gary Comer 



Logan Sellers 



Jack Reynolds 



r or 


Beth McKean 


John Hill 


Jack Zander 


Earl Murphy 


Albert Rezek 




1- 


Phyllis Robinson 


Bob Gage 


Mike Elliot 




Mike Elliot 


Music Makers 


"E.i>on 


Albert C. Book 




Marshall Stone 


Don tirrell 








Jane Taylor 


C. Gillingwater 


Craig Allen 








J&i'son 


Phyllis Houston 


Dirk Content 


John F. O'Reilly 




William Storz 




"TlTi Levin 


Joyce Noble 


Thos. Naegele 


Stone, Eisenberg 


Don Tirrell 






"U ,'kman 


Wm. Backer 


S. Rollins Guild 


Robert Jenness 




Ray Esposito 


Chester Gierlach 


§H 


Scott Forbes 


Geo. Pouridas 


Mike Elliot 


Manny Gerard 


Mike Elliot 


Morris Mamorsky 


ff 


Ed Caffrey 


Marvin Kunze 


Chris Ishii 


Chris Ishii 


Vic Lukens (live) 






Robt. Johnson 


Bill Molyneaux 


Charles Dubin 




Al Mozel 










Jerry Schnitzer 


Ernst Fegte 


Fred Gately 




■^Ji ek 


Sylvia Dowling 


Bob Brooks 


Ray Favata 


Ray Favata 




Roy Eaton 


"El' 1 * 




Al Wein 


Barry Shear 


Al Wein 


Clair Higgens 






Stu Hample 


Ernst Fegte 


Jack Denove 


Ernst Fegte 


Sam Leavitt 


Josef Zimanich 




Phvllis Robinson 


Bob Gage 


Mike Elliot 




Mike Elliot 


Music Makers 




David McCall 


Dave Elledge 


Chas. Wasserman 




Siday, Caparros 


Plandome 


King 


Robert Kroll 


Irwin Bag 


Geesink, Klaeger 






Donald S. Devor 



■iHillllllllllllllllllllllllli^ 
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... 

Product category competition: winners, runners-up and honorable mentions iom 



CATEGORY 



lil n Mil ihlilh. J 

AWARD 



TITLE 



i i mam a iiicoiniimiiiffliiioK 

ADVERTISER I AGENCY | PRODUCTll 



Consumer Service 



Cosmetics, Toiletries 



Dairv Products 



Program Bill-, Openings 
Closings 



Gasolines & Oils 



Best (tie* 



Newlvweds 



Minn. Gas Co. 



Knox Reeve 



Grantrav.LM 



Best <tie* 



Housewife. Clothesline Minn. Gas Co. 



Knox Reeves 



Plavhouse. U 



Runner-up 



Lion in Street 



Drevfus Fund 



DDB, NY 



MPO, NY 



Hon. Mention Birthdav Partv 



Prudential Ins. 



Reach. McC 



EUE. NY- 



Best 



Fresh: Upsi-Daisy 



Pharma craft 



Daniel & Charles EUE. NY 



Runner-up 



Zest: Start Fresh 



P&G 



B&B 



VPI. NY 



Hon. Mention Bald Headed Bahv 



J&J: Babv Powder Y&R. NY 



On Film. PI 



Hon. Mention Little Girl 



B-M: Ipana 



DCS&S. NT 



Transfilni-0 



Hon. Mention Gem: Camera Shaves 



ASR 



K&E. NY 



MPO. NY 



Best 



Rememher the Alamode Aroer. Dairv 



Runner-up 



Nucoa: Woman 



Best Foods 



C M. Minn. Tv Spots, C* T~ 



GB&B. SF 



Best 



Forgetful . . . Light Blub The Ford Show JWT. NY 



Rav Patm. 
Plavhouse- | 



Runner-up Small World. CBS TV Olin Mathieson D'Arcy. NY" 



Plavhouse. I 



Best 



Oitout 



Union Oil of CaL Y&R. LA 



Universal 



Runner-up 



Kid in Car 



Stand. Oil of Cal. BBDO. SF 



Amer. TV 



Best 



Penetrating Agent 



Lestoil. AdeU 



Jackson Assoc. Lawrerrf 



& Determents 


Runner-up 


Shoeshine Bov 


Texize 


Henderson. S.C. 


X. 

Niles. Cf f 




Hon. Mention 


Tide: Mud Puddle 


P&G 


B&B. NY 


EUE NY f 


Home Furnishings. 


Best 


Drano: Wrenches 


Drackett 


Y&R NY 


Sam. NY' \~ 


Maintenance 


Runner-up 


Windex : John & Marv 


Drackert 


Y&R. NY 


MPO. NY t 


Tnstitutionals 


Best 


Where Does Monev Go? 


GE 


BBDO. N Y 


CBS TV Ptt*- 


Runner-up 


Men of Kaiser 


Kaiser Indust. 


Y&R. SF 


Warner FtvF' 




Hon. Mention 


Analog Computer 


GE 


BBDO. NY" 


CBS TV Pn>r 


Public Service 


Best 


Puppet 


Cerebral Palsv 


direct 


Newsfil* liB"" 


Runner-up 


1960 census 


L. S. Census 


Meldrum & Few- 
smith. Cleve. 


Ray FaveuM 




Hon. Mention 


Cat & Dog 


U. S. Naw 


direct 


Plavbonsf.W* 


Jewelry. Sports, Toys 


Best 


Elgin: Bahv 


Elgin American 


JWT. Chi. 


Sam. C.4B" 


Runner-up 


Zoomatic 


Bell & Howell 


McCE. Chi 


J. Fairh»iil™~ 




Hon. Mention 


Grand Central 


Westclox 


BBDO. NY' 


NT A Tr «J- 












Niles. OHM 


Meat Products 


Best 


King Cotton Sausage 


Buring Packing 


Rosengarten & 
Stemke. Memp. 


Paper & Wraps 


Best 


Quiltier Than Thou 


Kaiser Foil 


Y&R. SF 


Freberg 
bouse 




Runner-up 


Babv on Phone 


P&G: Charmin 


C-M. Minn. 


MPO. N^_T 














Pet Foods 


Best 


Tiger 


Calo Pet Food 


FC&B. SF 


Cascade. 


Runner-up 


Ken-L-Ration : Waif 


Quaker Oats 


JWT 


Niles. C-i» 


Pharmaceuticals 


Best 


Band Aid: Sounds 


J&J ~~ 


Y&R. NY 


On ra^. T ^ 


Runner-up 


Band Aid: Patches 


J&J 


Y&R. NY" 


Elektra. SB 


Prepared Foods. Mixes 


Best 


Instant Minced Onions 


Durkee: Glidden 


Meldrum & Few- 
smith. Cleve. 


N iles. Chi 1 




Runner-up 


Chinese Baby S3 


GF: Jello 


Y&R. NY 


Rav Pe B-_ 


Soft Drinks 


Best 


Old Movie Kitchens 


Seven-Up 


JWT. Chi. 


Rav Pj :b.B 


Runner-up 


Freddie Cotton Picker 


Seven-l p 


JWT. Chi. 


w»:t r 




Hon. Mention 


Box 


Coca-Cola. NY 


McC .Marshall 


Lawreore -Wi 




Hon. Mention 


Men's Club 


Srhweppes 


OB&M. N Y 


MPO. NY ■ 


Travel, Trans. 


Best 


Flip Cards 


Northwest Orient 


C-M. Minn. 


rvsiiu. ofl 


Runner-up 


Abernathv 


Grevhound 


Grev. N Y 


K -£ ' 5- 


81 0" ID s 


Best 


Dos 


Lestoil 


Jackson Assoc 


F.*»Te»~e W 


Runner-up 


Ami- Violence & Cheap! 
Cheap .' 


Wilkins Coffee 


\L Belmont Ver 
Standig. D. C 


Ro<H a« 
iiiiifflimiairW'^B 



PROD. | COPY | ART DIRECTOR | DIRECTOR | DESIGN | CAMERAMAN | 



MUSIC 



•pherd Gene Carr 



Lawrence LaBelle Paterson, Simmons L. LaBelle 



Ernie Garven 



Gene Carr 



Lawrence LaBelle Bill Melendez 



Bill Melendez 



Eli Kramer 



Lester Feldman Phillip Frank 



Fred Stadelman P. Glushanok, Morris Mamorsky 
H. Koenekamp 



Herm. Raucher 



Mike Elliot 



Mike Elliot 



Curtis Beiver 



Hill. Goldschmidt Don Arbusto 



Stephen Elliot 



Ray Rutin 



Michael Nebbia Scott-Textor 



Murray Crummer Bob Lelle 



Ed Casper 



D. Juskevich 



Lenny Hershfield Roy Eaton 



William Schnur S. Frankfurt, 



Gus Eisenmann 



Lenny Hershfield 



Sheldon Sosna 



Hal Gerhardt 



Mel London 



Carl Hugeland 



John Ercole 



Jack Easton 



Stan. Tannenbaum Paul Heller 



Victor Solow 



Bill Molyneaux Zoli Vidor 



Tony Mattola 



B < drews Ted LeMaire 
►-on _ 



Park. Gottfredson Sam Nicholson 



Robt. Bemiller 



Julian Raymond Mel Henke 



Jekel, Champin R. Van Benthem Mike Sweeten 



Chris Jenkyns 



Wm. Melendez 



Gruver. Levitt 



Harry Geller 



Allan Hirshfeld Saul Bass 



Bill Melendez 



Bass, Melendez 
Art Goodman 



Gian Novi 



Jack Daniels 



Walter Strenge 



Allen. McGlochlan Jeff Lewis 



Louis DeWitt 



Robt. Kenoshita Llovd Knechtel 



Bob Bane 



Cooper, Cannata Geo. Cannata 



Osie Johnson 



Fred A. Miles 



Joan Lipton 



Bob Lelle 



Mike Elliot 



Mike Elliot 



Faillace Prods. 



J. Blumenthal 



John La Pick 



Robt. Jenness 



Ray Esposito 



[son J. Blumenthal 



John LaPick 



Joe Kohn 



Bill Molyneaux Tony Brooke 



"her John Leinbach Furth Ullman 



Al DeCaprio 



Maurice Gordon 



Robt. Pritkin 



R. Grocheske 



John Seely 



John Leinbach 



Craig Allen 



Willis Knighton 



R. Millbauer 



Bil Baird 



Lewis Case 



Al Corelli 



Ray Favata 



Ray Favata 



Chris Jenkyns 



Robt. Cannon 



Chris Jenkvns 



Valentino Sarra Charles Prilik 



Loren Tuttle 



Dick Shores 



Carl Halbak 



Pierce. Siegel 



Robt. Larsen 



Donn Greer 



M. Nicholson 



Eddie Paul 



Gordon White 



A. Normandia 



Len Yallenta 



Willis Knighton 



Harry Holt 



John D. McShane Bill Crawford 



Howard Siemon Sid Siegel 



Freberg, Barzman, 
Jenkyns, Fuchs 



Stan Freberg 



Bill Melendez Chris Jenkyns 



George Bruns 



Cleo Hovel 



M. Rothenberg 



Doris Craig 



Tex Avery 



Tex Avery 



Gerald Hirschfeld 



Bill Snowwhite 



Elliot Schick 



Howard Siemon Jack Fascinato 



A. S. Peabodv 



Frankfurt, Scherz F. Johnson 



Julian Townsend 



■ .nkfurt Scherz. Frankfurt Scherz, Frankfurt Jack Goodford Jack Goodford Herbert Hughes .Music Makers 



■yrman Bruce Stauderman Orvil Hurd 



Thos. Rook 



Manny Paull 



Howard Siemon Sid Siegel 



Barbara Demaray Jack Sidebotham Patin. Champin R. Van Benthem Mike Sweeten 



Jekel, Champin R. Van Benthem Sweeten. Sarra 



D. Blackmar. 
M. Paddock 



George Procak Peter Cooper 



Cliff Roberts 



Harvey, Gierlach 



jjt' ^n Lee Thuna 
A»]rws Cleo Hovel 



Paul Petroff 



M. Rothenberg Paul Petroff 



Tonv Brooke 



Cleo Hovel 



Jack Roddy 



Xji, Robt. Kirschbaum 



Shepard Traube 



David Quaid 



Scott-Textor 



Cooper, Cannata Geo. Cannata 



Ji>ung J. Henson, Young Jane & James 

Henson 



( Hill lllllllll||||||l|!l|||||||||||| 
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Del Ankers 



hub 



Osie Johnson 
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iFILM & TAPE J COMMERCIALS BASICS 
How to convert film minutes to footage (and vice versa) 
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TIME TO FOOTAGE in 35mm in 16mnf 
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CHEEN HEMS INC. 



Do you know how much 35 mm. footage a 90 second spot needs? The answer is belo 



M A common problem for men who aren't technical spe- 
B_ cialists in film editing is to calculate how much 16 or 
g 35 mm. footage will be needed to fill out a given 
§ quantity of air time. Equally common is the reverse 
g of this problem, namely, figuring how many minutes 
g and seconds a film of known length will need to play, 
g The basis of all time-footage calculations is this 
1 formula: one minute of film measures 36 feet in 16 
■ mm. and 90 feet in 35 mm. But to save you the time 
g of dividing, multiplying and adding, SPONSOR repre- 
ss duces a chart developed by Peter Keane of Screen 



Gems, with the footage units, ten, hundreds an) 
thousands, and the timing seconds and minutes a| 
ready broken down. To solve time-to-footage ques 
tions, see chart at right: 90 seconds of 35 mm. is con 
verted to time by reading the next smallest unit oj 
time (1 minute, 90 feet) and then adding the r{| 
mainder (30 seconds, 45 feet), giving an answer o| 
135 feet. Film editors themselves regard footasji 
counts as more accurate guides to timing than st 
watches since screening projector speeds often va 
enough to cause serious errors in program timing 
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AIR MEDIA 



Part I : New York & Chicago 



THE GREATEST concentration of 
radio/tv buyers is in New York 
and Chicago and this first part of 
'Timebuyers of the U. S,,' which 
SPONSOR is beginning in Air 
Media Basics, covers these two 
cities. The listing shows agencies, 
their accounts and the buyers who 
handle these accounts. Agencies 
are listed alphabetically and in 
many cases the buyers are paired 
with the accounts they handle. 
For further facts on this section 
see the introduction to the listing 
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SPONSOR'S ■ 

5-CITY TV/RADIO 



SUBSCRIBER 



Our apologies to 
Atlanta, St. Louis, Boston, 
Dallas and some other cities! 



The new 5-City Directory, just off the press, 
contains more than 1900 listings, and 36 pages. 

It's the recognized tv/radio guide to 5 cities 
where 93% of all national spot business is 
bought. 

The 1960 directory is substantially bigger than 
any of its predecessors. You will find it more 
useful, and we hope you will forgive us if your 
city is not included. 

If you're a SPONSOR subscriber drop us a note 
and we'll send you a 5-City Directory with our 
compliments. 

If not, the price is 50£ each . . . 40£ in quanti- 
ties of 5 to 10 . . . 30$ for 10 or more. 

If you're not a subscriber, enter your subscrip- 
tion now by using the form shown on this page. 




or 



Sponsor Publications Inc. 

40 East 49th St., New York 17, N. Y. 

□ Send me copies of Sponsor's 5-city directory 

□ Enter my subscription to Sponsor 
for one year at $8.00 and send me FREE 
the 5-CITY DIRECTORY 



NAME. 
TITLE _ 



COMPANY. 
ADDRESS - 
CITY 



-ZONE 



.STATE- 



AIR MEDIA b| 



HOW TIMEBUYERS OF THE U. S. WAS COMPILED 



? listing below is the first part — and the most 
riant part — of a roster covering most of the 
and women in U.S. agencies connected with 
vying of national radio/ tv time, 
e full list includes primarily 19 cities (plus a 
\ )thers) where more than 90% of the total na- 
I / spot business is placed. The listing for the 
i 17 cities will be published in succeeding 
t ly issues of SPONSOR. 

I 'sis of the listing is the ivinter-spring 1960 edi- 
1 if Time Buyers Register, published by James 
I oerst's Executives Radio Research Service of 
I imont, N. Y. The Register is published semi- 



annually and has been in existence for nine years. 
It sells at $15 a copy. Material from the Register 
herein is used ivith the publisher's permission. 

SPONSOR has updated personnel and account 
names from various sources, including ( 1 ) answers 
to a questionnaire sent out to agencies by SPONSOR, 
(2) published information in sponsor's Wrap-Up 
section and (3) miscellaneous sources. 

Within each city, agencies are listed alphabet- 
ically. The listing includes media department exec- 
utives, accounts and the buyers who handle the 
accounts, as ivell as addresses and telephone num- 
bers of the agencies. 



Part I: Timebuyers of New York and Chicago 



IEW YORK CITY 

Ik a - °- 

|*\ 53rd St., New York 19, N. Y. 
| le 6-2942 

Adorns, Sylvia Greene, Robert 

Mm 

•I i Bros, (phonographs & radios), 
|< 'ntal Electronic (CRT tubes) , Dyna- 
j triable phonographs) 

V S & KEYES, INC. 

f st 54th St., New York 22, N. Y. 
1-5630 

man Tveter, media supervisor 

>ress Div., Railway Express; Ambas- 
lotel, Los Angeles, American Felt 
merican Furniture Co., Benrus 
Sovereign Div., Coconut Grove, Los 
* .Concord Watch Co., Curtiss-Wright 
JP I'earbom Chemical Co., Dietonic Bev- 
<' Los Angeles, Ethiopian Airlines, 
;i Electric Co., Fiat Motor Co., Geigy 
|il Corp., Guest Aerovias Mexico, 
lakeries, Los Angeles, Imperial Col- 
jnical & Paper, Kensico Tube Co., 
Co., Nat. Association of Home Build- 
rris-Thermador Co., Parke, Davis 
veterinary Div., Rand Engineering, 
c of Panama, Revere Copper & 
r Rome Mfg. Co. (Revere Ware), 
$Y Carpet Co., Scandinavian Airlines 
& State Mutual Federal Savings & 
M kauffer Chemical Co., Swiss Nation 
jist Office, Time, Inc. (House & 
(Architectural Forum), Olga Tritt 
*y\ Varig Airlines, Vikon Tile Corp. 
■M upon, Wedgwood, Josiah (china) 
^ jienn Electric System, White Rock 
f Los Angeles, L. S. Wilson Co. 



(screens & doors) , Wilson Products (hair 
accessories) 

ALLUM, THE RALPH, COMPANY, INC. 

660 Madison Ave., New York 21, N. Y. 
Templeton 8-2915 
Howard Webb 

Clark-Cleveland, Inc. (Fasteeth, new prod- 
ucts), Community Science, Inc. (Zearim), 
Denver Chem. Co. (Creo-Terpin, VM 
Prep.) , J. C. Penney Co., Shulton, Inc. (Ice- 
O-Derm, Thylox products) 

ANDERSON & CAIRNS, INC. 

130 E. 59th St., New York 22, A'. Y. 

Murray Hill 8-8800 
Victor Seydel, rodio-tv dir., v. p., mem- 
ber boord of directors; Nicky Shapiro, 
timebuyer 

Aborn's Coffee, Alderney Dairy, Assoc. 
Bulb Growers of Holland, Dow Corning 
(silicones), Dynel Div. of UCC (syn- 
thetic fibers) , National Home Furnishings 
Show, Seeman Bros. (White Rose tea), 
Julius Wile (Cherry Elsinore), Volvo Au- 
tomobiles 

ARCADIAN ADVERTISING AGENCY 

230 W. 41st St., New York 36, N. Y. 
Pennsylvania 6-1327 
Arthur B. Levine 

Rosedale Nurseries, Inc., Louis Smirnow 
(peonies) , Toro Equipment Co. of White 
Plains (lawn mowers, snow plows, etc.) , 
Van Bourgondien Bros. (Dutch bulbs) 

ARKWRIGHT ADVERTISING CO., INC. 

65 E. 55th St., New York 22, -V.. Y. Plaza 
1-5515 

Abelson's Jewelry, Inc. (retail), Robert 
Hall Stores (retail) 

BABCOCK, ROMER, CARBERRY & MUR- 
RAY, INC. 



1960 



Empire State Bldg., Neiv York 1, A'. Y. 
Chickering 4-8515 
Leo. P. Murray 

H. C. Bohack Co. (food market chain), 
Laddie Boy Dog Foods, Inc., M. H. Renken 
Dairy Co. 

BATES, TED, & COMPANY, INC. 

666 Fifth Ave., New York 19, A'. Y. Jud- 
son 6-0600 

John Catanese, Norman Chester, James 
Curran, Russell Barry, Gordon Dewart, 
John Dougherty, Mory Ellis, Arthur Gold- 
stein, Eileen Greer, Stuart Hinkle, Rob- 
ert Kerrigon, Christopher Lynch, Fronk 
Morel lo, Paul Reardon, John Rothen- 
berger, Conant Sawyer, Jack Sinnott, 
Chester Sloybaugh, Alix Seostrom, Greg- 
ory Sullivan, Charles Theiss, Gerard Van 
Horson, William Warner 
American Chicle Co. (Beeman's Pepsin, 
Chiclets, Rolaids, Clorets), Dougherty & 
Reardon; American Sugar Refining Co. 
(Domino, Franklin ard Sunny Cane Sug- 
ars), Von Horson; Anahist Co. (Anahist, 
Super Anahist, nasal spray, cough syrup), 
Slaybaugh & Ellis; Brown & Williamson 
Tobacco Co. (Kool, Viceroy, Tube Rose 
Snuff), Sinnott & Warner; Carter Prod- 
ucts (Carter's Little Pills, Nair, Effisan, 
Arrid Super Spray) , Sullivan; Chase Man- 
hattan Bank, Sullivon; Colgate-Palmolive 
Co. (Colgate dental cream, Palmolive 
soap, Palmolive shave creams, Palmolive 
after shave lotion, Octagon products, Palm- 
olive soft shampoo, Fab) , Lynch, Dewart, 
Greer, Rothen berger & Barry); Continental 
Baking Co. (Wonder bread, Hostess cake) , 
Goldstein & Seostrom; Food Manufactur- 
ers, Inc. (M & M candy, Uncle Ben's con- 
verted rice), Morello; International Latex 



149 



Corp. (Playtex), Theiss; Marx Toys, 
Dougherty; Minute Maid Corp., Hinkle; 
Morton Frozen Foods, Hinkle; National 
Biscuit (Dromedary), Hinkle; Schmidt's 
Beer, Catanese; Snow Crop. Div. of Min- 
ute Maid, Hinkle; Standard Brands, Inc. 
(Blue Bonnet margarine, Royal prods., Pet 
Food Div.), Sawyer; Whitehall Pliarmacal 
Co.. Curran & Kerrigan 
BATTEN, BARTON, DURSTINE & 
OSBORN, INC. 

383 Madison Ave., New York 17, N. Y. 

Eldorado 5-5800 
Herb Manelaveg, v.p. charge media; 
Dick McKeever, charge network broad- 
casting; Ed Fieri, charge spat broadcast- 
ing 

Radio-tv network buyers: Martin Mole- 
ma, Coral O'Kune, Walter Reinecke, 
Jack Rochow, Anne Slattery 
Radia-tv spot buyers: Bab Ayers, Harold 
Davis, Trow Elliman, Edwin Kaehler, Har- 
riet Mados, Hope Martinez, Elizabeth J. 
Maare, Mary McMichael, Phil Tocantins, 
Ted Wallawer, Robert Wilsan 
(Note: All buyers are frequently re-as- 
signed to various accounts to meet precise 
client needs, so any listing of individual 
buyers for specific accounts would be in- 
accurate.) 

Air France, American Broadcasting Co., 
American Hygienic, American-Standard, 
American Tobacco Co. (Lucky Strike, Hit 
Parade), Armstrong Cork Co., Bank of 
America, Barcalo Mfg., Bausch & Lomb, 
Boston Five Cent Savings Bank, Bristol- 
Myers (Trig, Trushay), Burgermeister 
Brewing Corp., Book-of-the-Month Club 
(RCA Victor Popular Album Club), Bromo 
Seltzer, California Oil Co., Campbell Soup 
Co., Cling Peach Advisory Board, Consoli- 
dated Edison Co., Continental Can Co., 
Coty, Cream of Wheat Corp., Curtis Pub- 
lications (Saturday Evening Post, Holiday, 
Ladies' Home Journal, American Home), 
DuPont de Nemours & Co., E. I., Dodge 
Div. of Chrysler Corp., First Nation- 
al Bank of Boston, First National Bank 
of N. Y., Foremost Dairies, General Elec- 
tric Co. (Institutional, Live Better Elec- 
trically), General Mills (Betty Crocker), 
Goodrich Company, The B. F., Peter Hand 
Brewing, George Hormel Co., International 
Salt, Lever Brothers Co. (Gayla, Surf, 
Wisk), Libby, McNeill & Libby, Marine 
Trust, Minnesota Mining & Mfg., M. J. B. 
Company, National Cranberry Assoc., New 
England Coke Co., New York Telephone 
Co., New York Times, Niagara Mohawk, 
Northrup King, Northwestern Bell Tele- 
phone Co., Pacific Gas & Elec, Pacific 
Telephone & Telegraph, Penick & Ford, 
PfeifTers Foods, Philco Corp., Pittsburgh 
Plate Glass, Pan American Coffee Bureau, 
Pepsi-Cola Co., Rexall Drug Co., Republi- 
can National Committee, Savings Bank 
Assn. of Conn., Savings Bank Assn. of 
Mass., F. & M. Schaefer Brewing Co., 
Jacob Schmidt Brewing Co., Sea Breeze 
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Laboratories, Sheaffer Pen Co., Southern 
New England Tel. Co., Spreckels Sugar, 
Standard Oil of Calif., Sunlight Bakery, 
Timken Roller Bearing Co., United Fruit, 
U. S. Steel, Vitamin Corp. of America, 
Western Air Lines, Wood, J. R. 

BENTON & BOWLES, INC. 

666 Fifth Ave., New York 19, N. Y. 

Judson 2-6200 
Lee M. Rich, v.p. charge of media and 
programing 

Group #1: Bern Kanner, v.p., assac. 
media dir.; Tom Mahan (cereals), R. 
Clapp (coffees), ass't. media dirs.; D. 
Gershan, G. Heffernan, N. Jacobs, T. 
Kohler, Grace Parterfield, J. Schreiber, 
Dick Walken, timebuyers 
Bliss Coffee, Walken; Bran Flakes, Heffer- 
nan; Chemical Bank, New York Trust Co., 
Joe McCarthy; Gaines Dog Food, Schrei- 
ber; General Foods (Institutional), Jacobs; 
Grape Nuts and Grape Nuts Flakes, Hef- 
fernan; Instant Maxwell House Coffee, 
Parterfield; Krinkles, Heffernan; Post 
Tens, Heffernan; Post Toasties, Heffer- 
nan; Raisin Bran, Heffernan; Sugar Crisp, 
Heffernan; Treat Pak, Heffernan; Yuban 
Coffee, Kohler 

Group #2: Lee Currlin, assoc. media 
dir.; R. Maffei (case gaads), Hank Lin- 
den (drugs), ass't. media dirs.; L. Ber- 
shan, S. Tarricane, Paul Rath, S. Haven, 
J. Taylor, J. Courtney, timebuyers 
Canadian P & G, Taylor; Charmin, Tarri- 
cane; Crest, Bershon; Ivory Snow, Court- 
ney; Liquid Prell, Courtney; Prell Con- 
centrate, Bershon; Schick, Haven; Tide, 
Rath; Whirl, Haven; Zest, Tarricone 
Group #3: Miltan Kiebler, v.p., assac. 
media dir.; John Collins, ass't. media 
dir.; C. Briggs, Alan Horned, J. Scanlan, 
A. Yablan, timebuyers 
Carling's Red Cap Ale, Briggs; Continental 
Oil Co., Yablan; Florida Citrus Comm., 
Scanlan; Norwich Pharmacal, Harnell 
Group #4: D. Harris, assac. media dir.; 
D. Wedeck, ass't. media dir.; H. Gerber, 
S. Kreiser, Jahn Nuccia, timebuyers 
American Express, Gerber; Ansco, Gerber; 
Assn. of Am. Railroads, Gerber; Interna- 
tional Business Machines, Kreiser; Parlia- 
ment Cigarettes, Nuccia; Western Union, 
Gerber 

Group # 5: Hal Miller, assoc. media 
dir., media analysis; Merrill Grant, time- 
buyer 

S. C. Johnson & Son, Grant 

BECKER, V. S., ADVERTISING 

551 Fifth Ave., New York 17, N. Y 
Murray Hill 2-0777 
Viala Becker 

Permaglas 

BENNETT, VICTOR A., CO., INC. 

6 Fast 4Sth St., New York 17, N. Y. 
Murray Hill 7-2186 
Edward D. Kahn 

BOAC (air travel), The Burlap Council 



BLAI N E-THOMPSON CO., INC. 

234 W. 44th St., New York 36, 

Longacre 4-0800 
Lee Frankel, radia-tv dir. in cha 
timebuying 
Barbizon School of Modeling, Group 
Insurance, Movado Watch Agency, 
Frosted Foods, Inc., Vintage Wines, 
BRACO ADV. AGENCY 

1441 Broadway, New York 18, 

Pennsylvania 6-7838 
A. V. Briskin, D. L. Briskin 
Berlin Assoc. (skis), A. V. Briskin 
ness & Corp. Gift Show, A. V. 
Marshall Photo Oil Co., A. V. eB 
N. Y. Premium Show, D. L. Brisk 
Schneider (child photo.) , A. V. B|k 
Sumner Boat Co., D. L. Briskin 
BUMBERG, JAY GABRIEL, ASSOC 

8 E. 48th St., New York 17, A r . Yj 

9-3858 

Ruth H. Rath, J. G. Bumberg 
CAMPBELL-EWALD COMPANY 

488 Madison Ave., New York 22 \ 

Murray Hill 8-3400 
John A. Blamstram, Lorenia M. 
reich 

General Motors Acceptance Corp.J 
air, United Aircraft Corp. 
CASMIR ADVERTISING COM PA 
INC. 

551 Fifth Ave., New York 17 
Murray Hill 2-2014 
Marvin Casmir 

Allerton New York Corp. (hotels 
rants), D'Amico (beauty consultanl 
COHEN, DOWD & ALESHIRE, iL 

41 E. 42nd St., New York ufl 

Oxford 7-0660 
Elizabeth Black, dir. b'cast. medi 
ter Reed, Bob Turner 
Chattanooga Medicine Co. (Black 
Dyrid), Chemway Corp. (Lady I 
Cone Mills, Inc., Cott Beverage Col 
min, In". (Dormin), Grove Labs.-B 
owned subsidiary of Bristol-Myers W 
Cold Tab'ets, Fitch Dandruff 
Shampoo, Fitch Ideal Hair Toni'l 
Polish Co.. The Norwich Phannl 
(Nebs), Lydia E. Pinkham Veg. Cl 
and Tablets, Pfunder's Tablets), Pi 
Inc. (Paradorm) 

COHON, HERBERT W., INC. 

565 Fifth Ave., New York if 

Ox lord 7-9277 
Herbert W. Cahon 
Bell & Co. (Bell-Ans for Acid IndM 
Garrett Laboratories, Inc. (Iod-B 
Remover), Necchi-Elna Sewingf" 
(Necclii & Elna sewing machiiv 
div.) 

COMPTON ADVERTISING, INC 
625 Madison Ave., New York ^ 
Plaza 4-1100 
Frank B. Kemp, media dir.; BoU' 
U.S. head buyer; Bab Pape, C»« 
head buyer; Graham Hay, as* 
buyer; Joe Burbeck, Jack Breot 



AIR MEDUi 



MORE OF EVERYTHING IN 

WINSland 




WINSland 



Population 17,127,000 Retail Sales $22,539,189,90 



EQUALS THE NEXT 3 MARKETS COMBINED 



Los Angeles 

Chicago 

Philadelphia 



17,413,700 



$25,003,063.00 



EQUALS THEiNEXTj7 MARKETS COMBINED 



Detroit 

San Francisco 
Boston 
Pittsburgh 
Washington, D. C. 
St. Louis 
Cleveland 



17,413,000 



$22,881,884.00 



j WINSland is also larger than the next 17 combined markets (12 through 28). 

Radio WINS can reach this fabulous market for substantially less than the 
cost of comparable coverage in the composite areas above. 

Metro area data from Standard Rate and Data Service. 



I 



Co., Coleman; Scripto, Inc., Greenspan; 
Southland Coffee, Greenspan; Stendahl 
Cosmetics, Dovies; E. R. Squibb & Sons, 
Greenspan; Trans-Lux Theatres, Dovies; 
Tri-Nut Margarine, Greenspan 
DONER, W. B., INC. 

400 Madison Ave., New York, N. Y. 

Plasa 3-0900 
Sylvan Taplinger, v.p., tv radio, Carolyn 
Hardy 

Andrea Radio Corp. (tv, hi fi and stereo 
sets), Bilt Rite Carriage Co., Browning 
Fifth Ave. (men's apparel), S. W. Farber, 
Inc. (Farberware appls.), Firth Carpet Co., 
Flexees, Inc. ( women's undergarments), 
Gulton Industries (Life Lite), Lee Commu- 
nications (Voicecasters) , Metropolis Brew- 
ery of N. J. (Champale, Regent Beer), 
Robert Reis Co. (Reis Underwear), Thomas 
Electronic Organ Co., U. S. Time Corp. 
(watches), 



DOYLE DANE BERNBACH, INC. 

20 West 43rd Street, New York 36, /V. Y. 

Longacre 4-1234 
Otis Hut-chins, Jeanne Jaffe, Nate Rind 
American Broadcasting Co., Hutchins; Bar- 
ton's, Hutchins; Blair Laboratories, Rind; 
Clairol, Jaffe; Dorman Company, Hutchins; 
Dreyfus & Co., Rind; El Al Israel Airlines, 
Hutchins; Five-Day Deodorant, Rind; 
French Govt. Tourist Bureau, Hutchins; 
Goodman & Sons, Inc., Rind; Grolier, Jaffe; 
Hubley (toys), Rind; IT & T, Jaffe; Levy's 
Bread, Huchins; Philip Morris (Alpine, 
Benson & Hedges), Jaffe; Natl. Fed. of 
Coffee Growers of Colombia, Hutchins; 
Orbach's, Jaffe; Polaroid Corp., Jaffe; 
Puritron, Inc., Salada-Sheriff-Horsey, Rind; 
Schenley (wines), Jaffe; Thorn McAn 
(shoes), Jaffe; Venus Pen & Pencil, Hut- 
chins; Volkswagen, Hutchins; West End 



N0W...real power for your Baton Rouge lineup! 




Famous old "28" (UHF) hangs up his suit 
after winning every laurel in his league (in- 
cluding 25 out of 26 national merchandising 
campaigns in which he competed). His re- 
placement is a husky young slugger wearing 
a big red "9" (VHF). This "9" reaches all of 
"28's" loyal fans, PLUS a huge new bonus 
market. Now "9" serves 268.400 homes in 
the Central Gulf Area. 



BATON ROUGE 

CHANNEL S' LOUISIANA® Q 

goes farther — se//s more — in one of 
the nation's fastest-growing markets 

^$fff\W ID f' rst in TV in Baton Rouge— is a 9-inning hustler, draws all-time-record 
attendance of loyal fans. And what fans! Annual retail sales ($270,882,000) 77% above the 
Louisiana average arid 45% above the U. S. average! Food sales ($53,187,000) 61% above 
the state, 19% above the national! Furniture/appliance/household sales ($17,851,000) 107% 
above Louisiana, 80% above the U. S.! 

Why not have "9" in your lineup right from the start! Call Blair TV Associates for a 
quick rundown. 





Brewery (L'tica Club), Rind; Y|| 
(men's products), Jaffe 
DREHER, MONROE F., INC. 

30 Rockefeller Plaza, New York 20, , J 

Circle 6-6675 
Rudolph Klagstad, media dir.; Lee f'\ 
George Masson 
Avon Prods., Inc., Benjamin Moor] 
Co., J. L. Prescott Co., Wunda Weve ] 
pet Co. 

DU FINE & COMPANY, INC. 

232 Madison Ave., New York 16, 

Murray Hill 3-8718 
Irving H. DuFine 
ELLINGTON & CO., INC. 

535 Fifth Ave„ New York 17, 

Murray Hill 7-4300 
Dan Kane, media dir.; Mary DowliJ 
Celanese Corp. of Am. (fabrics), Ceri 
& Co. (Brioschi), Cities Service Petrol 
Inc., Good Housekeeping ( magazine i,| 
bigant Sales Corp. (perfumes), Non 
Warren (Odorono) , Sheraton Corp. (kj 
ERWIN WASEY, RUTHRAUFF & K\\ 
INC. 

711 Third Ave., New York 17, 

Oxford 74500 
Vince DeLuco, William Graham 
ESTY, WILLIAM, CO., INC. 

100 E. 42nd St., New York 17, 

Oxford 7-1600 
Richard C. Grahl 
P. Ballantine & Sons (Ballantine 
ale), Thomas Leeming (Ben-Gay) j 
tional Carbon (batteries, anti-freeze) i 
quins (hand cream, Silk 'N Satin),] 
Reynolds (Camels, Cavaliers, Prince. 
Winston, Salem), Sun Oil Co. (Suno 

FOOTE, CONE & BELDING 
247 Park Avenue, New York 17, | 
Yukon 6-8000 
Paul E. J. Gerhold, v.p., national < 
of media & research; Frank J. Gr 
Jr., v.p., director of media; Edward| 
asst. to dir. of media; Marian Jl 
media research supervisor 
Group #1: Arthur S. Pordoll, 
media director 

Clairol, Inc., Simmons, Itzkin, 
Equitable Life Assurance Society, | 
mons, Itzkin, asst.; A. & M. Karag 
(Gulistan Carpets), Pickett, sr. 
buyer; Lever Brothers (Air-Wick) , P( 
sr. media buyer, Itzkin, asst.; 
Brothers (Imperial Margarine), P( 
sr. media buyer, Itzkin, asst.,* 
Brothers fPepsodent), Simmons, 
asst.; S. A. Schonbrunn fSavarin Q 
Pickett, sr. media buyer 
Group #2: Charles B. Hofmann, | 
media director 

Angostura-Wuppermann (bitters), 
asst. buyer; General Foods (Minutoj 
toes, Calumet, D-Zerta, Walter 
Bardoch, sr. media buyer, CohenJ 
buyer; Liebmann Breweries (R8 
Beer) , Cohen, asst. buyer; TWA, ' 
asst. buyer 
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CES, MORRIS & EVANS, INC. 

I E. hist St., New York 22, N. Y. 
I :a 1-6360 

le ne Holden, media; Al Frances, Ben 
lo s 

PRT FRANK-6UENTHER LAW, INC. 

I Cedar St., New York 6, N. Y. Con- 
1' 7-5060 

■ t W. Day, v.p., radio-tv; Lawrence 
n r, chief timebuyer 

I & Co. (securities), Bellerose Bap- 

■ Church, Buitoni Foods (spaghetti, 

■ ), Financial World (magazine), 
I; -I'pham (securities), King Merritt 
I . (mutual funds), The Kiplinger 

■ ngton Editors, Inc. (For Changing 
I Magazine and The Kiplinger Wash- 

%l Letter) , George W. Luft Co. (Tangee 
Birtics), Merrill Lynch, Pierce, Fenner 
B ih (securities), Paine, Webber, Jack- 
m- Curtis (securities), Prentice-Hall 
B hers. United Business Service (finan- 
I C. J. Van Houten & Zoon (chocs.) , 
m,. Weld & Co. (securities) 
ElKEL, EDGAR, INC. 

Park Ave., New York 17, V. Y. Mur- 
W Hill 3-5454 
it Frankel 



iib Glass Co. 



Ri VALD & COLEMAN 

h \ Madison Ave., New York 17, A'. Y. 
| ray Hill 6-8891 
nl Freiwald 



B. G. Pratt Co. (insecticides), Premier 
Peat Moss Corp. 

FRIEND-REISS ADVERTISING, INC. 

221 W. 51th St., New York 19, N. Y. 
Plaza 7-8030 
Bill Reese, dir. radio-tv 

Amsko Distributors, Art Crayon Co. (art 
suppls.), Cameo Curtains, Citadel Press 
(book publishers), Cornell-Duhilier Elec 
Corp. (Capa-Citors, converters, rotors, an 
tenna), Dictation Disc. Co. (shorthand die 
tation course on records), Dnmont Emer- 
son (radio, tv mfr., phonographs, stereo 
hi fi), Emerson Qniet-Kool (air conds.) 
Grossett-Dunlap (book publishers), Hath 
away Bakeries, Hawthorne Press (book 
publishers), Hygrade Prods, (automotive), 
H. I. P. (health ins.), Kohner Bros, (toys), 
George A. Krug Baking Co., Kurlash Co. 
(heauty aids), Lafayette Radio (radios and 
equipment), Levolor Lorentzen (Venetian 
blinds), Maco Toys, Marboro Books (mail 
order), Playskool Mfg. (toys), Pyramid 
Instrument Corp. (Amprobe Voltammeters, 
Remcon Low Voltage Wiring System), 
Stanard Motor Prods., Inc. (automotive 
ignition prods.) Toy Guidance Council, 
Western Stamping Co. (toys), Yankee 
Metal Prods. Inc. (automotive accessories) 

FROHLICH & CO., INC. 

34 E. hist St.. New York 22, N. Y. Plaza 
9-1900 



M. Sternschein 

Johnson & Johnson (nose drops, spray, 
cough medicine), Helena Rubinstein (deo- 
derants and treatment items) 
FULLER & SMITH & ROSS, INC. 

666 Fifth Ave., New York 19, A'. Y. 

Judson 2-9000 
A. E. Durak, senior v.p.; D. Leonard, 
media dir.; B. Rasmussen, dir. radio tv; 
J. Low, P. Borkovitz, A. Young, W. 
Erhardt, W. Laffey, B. Laffey, D. Shani- 
nian 

Aluminum Co. of Am., Commercial Sol- 
vents Corp., Cushman & Denison Mfg. Co., 
Hans Holterbosch, Hercules Powder Co., 
Libbey-Ow ens-Ford Glass Co., Munson G. 
Shaw, Paillard, Inc., Plymouth Cordage 
Co., Raytheon Co., The Ruberoid Co., Sher- 
win Williams, Sterling Silversmiths of Am., 
Universal C. I. T., Wear-Ever Aluminum, 
Inc. 

GARDNER, RALPH D., ADVERTISING 

745 Fifth Ave., New York 22, -V. Y. 
Plaza 1-2552 
Constance Williamson 

Alim. Corp., Alitalia Airlines, Babka Bake 
Shops, Cepelia Gallery, Cheese of All 
Nations, Cheese-of-the-Month Club, Cla- 
ridge Food Co. (frozen fd. div.), J. S. 
Hoffman Co. (foods) , He de France Cheese, 
Imported Polish Ham, Katies Sauerkraut, 
Kord Vodka, J. F. Kraft Holland Ham, 
Liebig Soups of France, Pilsner Urquell 



IN TipEWATER^VA. 



rates FIRST 



according to all surveys 
PULSE - HOOPER - TRENDEX 




GH 



RAD lO 

orfolk, Newport News, Portsmouth 
and Hampton, Virginia 



presented nationally by The JOHN BLAI 




T 1960 



155 



Concentrate in 



•<fS * 




JACKSON 
MISS. 





Did you know? 

Over 233,000 
TV Homes 

★ ★ ★ 

A Billion Dollars 

in Retail Sales 

★ ★ ★ 

All in the 

JACKSON 
TV Market 
Area 



WJTV 

CHANNEL 12 

KATZ 



WLBT 

CHANNEL 3 

HOLLINGBERY 



Beer, Prague Ham, Rothman Pickle Prods. 
Corp., Swiss Kitchen Foods, Tajra Sheep 
Cheese Co., N. Y., Unox Holland Ham 
GEYER, MOREY, MADDEN & BALLARD, 
INC. 

595 Madison Ave., New York 22, N. Y. 
Plaza 1-3300 
Betty Powell, Ed Richardson, D. Woska, 

C. Farrell, B. Kutsche 

Am. Motors Corp. (Rambler Autos), 
Powell; Am. Motors Corp. (Kelvinator 
Appls.), Richardson; Bidette, Farrell; 
B. T. Babbitt, Inc. (household products) ; 
Baltimore Rambler Dealers; Doyle Pack- 
ing Co. (Strongheart Dog Food), Powell; 
B. F. Gladdening & Co., Farrell; Greater 
Atlantic Rambler Dealers Assoc., Farrell; 
Lehn & Fink Products Corp., Forrell; 
Muzak Corp., Farrell; Sinclair Refining 
Co. (oil, oil prods.), Kutsche; Washington, 

D. C. Rambler Dealers' Assoc. 
GRAHAM, THE IRVIN, AGENCY, INC. 

19 W. Uth St., New York 36, V. Y. 

Murray Hill 7-4508 
Irvin Grahom, radio-tv dir. 
Paramount Photo Service 

GRANT ADVERTISING, INC. 

711 Third Ave., New York 17, .V. Y. 

Oxford 7-5800 
Thomos J. Ellis, media dir. 
GRAVENSON, TED, INC. 

420 Madison Ave., New York 17, .V. Y. 

Plaza 2-0460 
Ted Gravenson 

GREY ADVERTISING AGENCY, INC. 

430 Park Ave., New York 22, .V. Y. 

Plaza 1-3500 
Dr. E. L. Deckinger, dir. af media strate- 
gy; Gene Accas, ass't. media dir.; Ken 
Kearns, chief broadcast buyer; Aileen 
Barry, Philip Branch, Joan Stark, Helen 
Wilbur, group supervisors 
(Note: timebuyer listed first, assistant 
buyers second.) 

American Wool Council, Cummings; Anson 
Inc.. Keegan; Anson of Canada Ltd., 
Keegan; Associated Prods, (new), Nosse; 
Benrus Watch Co., Firestone, Scotto; 
Block Drug Co. (Polident, Poli-Grip, Dentu- 
Creme, Co-Re-Ga) , Reed, Hauptman; B. 
Blumenthal & Co., Inc., Zazula; Canadian 
Converters Co., Ltd., Keegan; Canadian 
Industries, Ltd., Keegan; Catalina Knitting 
Mills. Cummings; Chock Full O'Nuts Cof- 
fee, Werman, Edelstein, Tom; Chunky 
Chocolate Corp., Benjamin, Levy; Com- 
monwealth Shoe and Leather, Reisenbach; 
Dan River Mills, Inc.. Zozula; Dominion 
Textile Co., Keegan; Esquire, Inc. (Coro- 
net, Esquire, Gentlemen's Quarterly), 
Keegan; General Electric, (photo lamps), 
Giebel, Pehrsan; Jean R. Graef, Inc.; 
Greyhound Corp., Giebel, Pehrsan; Hassen- 
Md Bros.. Rettig; Hat Corp. of Amer., 
Reisenbach; Hoffman Beverage Corp., 
Werman, Edelstein, Tarn; Hudson Pulp 
& Paper, Nosse, Levy; Ideal Toy Corp., 
Rettig; Industrial Rayon Corp., Reisen- 




7 V 
. 2 



HOURS DAILY 



NEGRO 

Community Programmi 




** 
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HOURS DAILY 



SPANISH/PUERTO Rl 



Programming 




of Whirl-Wind sales actil 

WWRI. 

NEW YORK DE5-1 . 

*10.-00AM-5:30PM 
**5.-30PM- 10.00AM 
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aeh; Kayser-Roth Co., Cummings; Klein- 
rt Rubber Co., Cummings; Lamport Co., 
ic, Zoiula; H. D. Lee Co., Reisenbach; 
ily-Tulip Corp., Reisenbach; Lionel Corp., 
/ermon, Tom, Edelstein; R. H. Macy & 
o., Rettig; Magee Carpet Co., Cummings; 
(cCall's Mag.; Mennen Co. (baby prods., 
| f ta. Date Line, Prop. Quinsana), Ochs, 
leilman, Davis; National Broadcasting 
p., Firestone, Scotto; Necchi-Elna Sew- 
Lg Machines, Cummings; Xorex Labora- 
ries (Amitone). Reed, Hauptman; Palm 
wach Co., Reed, Scotto; Philips-Van 
leusen Corp.. Firestone, Scotto; Prince 
'ardner Co., Cummings; Procter & Gam- 
le (Lilt, Shasta, Party Curl, Pin-It, 



Wondra, Ivory Shampoo), Houghey, Meil- 
man; Procter & Gamble (Ivory Flakes, 
Big Top Peanut Butter), Ochs, Davis; 
RCA Victor; Revlon, Inc. (Love Pat, Moon 
Drops, Ultima Cream & Make-up, Sun 
Bath, Top Brass, Hi & Dri), Nasse, Levy; 
Shvvayder Bros. (Samsonite Luggage) , Kee- 
gan; Shwayder Bros, (furniture, inst.) ; 
Spiegel, Zozula; Spieshofer & Braun, 
Cummings; Tintex, Reed; Topps Chewing 
Gum, Reisenbach; Triumph of Europe, 
Cummings; Bernard Ulmann, Cummings; 
Union Underwear Co., Keegan; Wallace 
Silversmiths, Inc.; Ward Baking Co. 
(cakes, bread), Benjamin, Levy; Westing- 
house Elec:ric Corp. (tv sets, radios, 



phonographs, stereo), Firestone, Haupt- 
man; Youngstown Kitchens, Reisenbach 

GOTHAM-VLADIMIR ADVERTISING, 
INC. 

342 Madison Ave^ New York 17, N. Y. 

Oxford 7-4300 
Sally Allen, supervisor radio-tv; Richard 
Ricglane, timebuyer 

GROODY ADVERTISING CO. 

14 E. 34th St., New York 16, N. Y. Mur- 
ray Hill 6-7388 
Louise de la Parra, media dir. 

H. Hentz & Co. (investment), McHutchi- 
son & Co. (garden suppls.), Westinghouse 
(recruitment) 

GUILD, BASCOM & BONFIGLI, INC. 

515 Madison Ave., New York, N. Y. 

Plaza 1-3979 
Reggie Schuebel, Frank Gianatassio 
Democratic National Committee, Schuebel; 
Corn Products Co. (Best Foods Div.) (Skip- 
py Peanut Butter), Gianatassio 

GUMBINNER, LAWRENCE C, ADVER- 
TISING AGY. 

655 Madison Ave., New York 21, N. Y. 

Templeton 8-1717 
Paul G. Gumbinner, radio-tv dir.; Janet 
Murphy, Albert Sessions, Gail Sessions, 
Anita Wasserman, Dorothy Barnett 
Assistant timebuyers: Tessa Allen, Harry 
Bargamian, George Blinn, S. Gassman, 
Josephine Tatum, Beverly Swamiak 
Am. Tobacco Co. (Tareyton Cigarettes, 
Roi-Tan Cigars) , Murphy; Bercut-Richards 
Packing Co. (Sacramento Tomato Juice), 
G. Sessions; Block Drug Co. (Minipoo, 
Omega Oil, Rem, Poslam, Ammi-Dent, 
Stera-Kleen) , A. Sessions; Bourjois, Inc. 
(Evening in Paris cosmetics, Monico Frag- 
rance), Wasserman; Browne Vintners 
(Cherry Kijafa wine), G. Sessions; Chap 
Stick Co. (Chap Stick Lip Balm, Chap-Ans 
Hand Cream), Wasserman; Monarch Wine 
Co. (Manischewitz), G. Sessions; Q-Tips, 
Inc. (cotton swabs), Wasserman; Sutton 
Cosmetics (Sutton deodorant), Wasserman 

HARRISON, LESTER, INC. 

210 E. 50th St., New York 22, N. Y. 
Plaza 1-2820 
Jefferson D. Herrman 

Corgi, Ltd. (toys), Mauvel, Ltd. (Knize 
Ten Toiletries), Seamprufe, Inc. (lingerie), 
Selchow & Righter (Scrabble, Parcheesi, 
Peanuts, Meet the Presidents — games), 
Yonkers Raceway (harness racing) 

HAZARD ADVERTISING, INC. 

444 Madison Ave., New York 22, N. Y. 
Plaza 9-3100 
George S. Niles 

Bethlehem Steel Co. (corporate & all 
prods.), CIBA Pharmaceutical Prods, 
(farm supplements) 

HICKERSON, J. M., ADV., INC. 

551 Fifth Ave., New York 17, N. Y. Ox- 
ford 7-6330 
William A. Miller 
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* fldult Radio • 

MINNEAPOLIS -ST. PAUL 

William V. Stewart - President 
•tionally represented by 

Broadcast Time Sales 

if cust 1960 



HICKS & GREIST, INC. 

555 Filth Ave., N*tv York 17, A. Y. 

Murray Hill 7-5600 
Theodore J. Grunewold, senior v. p., dir. 
of rodio-rv; Vincent J. Doroio, chief 
timebuyer; Constonce Borber, Mort 
Reiner, Dove Ryon, Len Soglio 
Dixie Cup Co. (paper cups, plates), Soglio; 
Fedders Corp., Soglio; Johnson, Walter H., 
Candy Co., Reiner; Lewyt Corp. (vacuum 
cleaner), Soglio; Lollipop Kids, Inc., 
Reiner; Pez-Haas, Inc., Reiner; Sandura 
Co. (Sandran floor, wall and counter cov- 
ering), Soglio; Stahl-Meyer Co. (Ferris & 
Stahl-Meyer fresh and canned meats, Cheez- 
Dogs), Reiner; Sessions Clock Co., Soglio; 
LaRosa Products, Soglio; Taylor-Reed 
Corp. (Q-T Frosting, E-Z Pop Popcorn, 
Cocoa Marsh), Reiner 
HOYT, CHARLES W., CO., INC. 

380 Madison Ate., New York 17, N. Y. 

Murray Hill 2-2000 
Douglos H. Humm 

American Thermos Prods. Co., Beech-Nut 
Life Savers (Coffee), Blueberry Coop. 
Assoc., Brazil Nut Adv. Fund, Brock-Hall 
Dairy Co., Church & Dwight (Arm & 
Hammer and Cow Brand Baking Soda) , 
Drinks, Inc. (Nufizz), Exec. Mfg. Co. 
(Exec Paste Pen), A. S. Harrison (Preen 
Wax) , Knox Gelatine Co., Chas. B., Lufthan- 



sa German Airlines, Mail Pouch Tobacco 
Co. (Kentucky Club and Mail Pouch), 
Merck & Co., Merck, Sharp & Dohme, Mich. 
Blueberry Growers Assn., Monticello Drug 
(666 Cold Prep.), N. Y. & New England 
Apple Inst., Sari Service Corp. (South 
African Rock Lobsters), Seamless Rubber 
Co., Stanley Home Prods., Inc., Switzerland 
Cheese Assn., W. A. Taylor & Co., Thayer 
Labs., Western New York Apple Growers 
Assn., Wheatena Corp., Woolite, Inc., J. A. 
Wright & Co. (Silver Polish) 

HUMBERT & JONES, INC. 

114 E. 32nd St., New York 16, N. Y. 
Murray Hill 5-6812 
Helen Deutsch 

Ciisty Chemical Corp., Wix Corp. 

IVERSEN-FORD associates 

175 Fifth Ave., New York 10, N. Y. 

Gramercy 7-3006 
I. A. Iversen, C. B. Ford 
Challengers for Christ Fellowship, Bible 
Truth Hour, Faith in Action, Maranatha 
Temple, Message to Israel 

JOHNSTONE, INC. 

9 Rockefeller Plaza, New York 20, N. Y. 

Plaza 7-8060 
Judy Fields, medio dir. 
JOSEPH, THE HERBERT, CO., INC. 

1123 Broadway, New York 10, A'. Y. 



Watkins 9-5522 
H. Joseph 

Vespa Distrib. Corp. (cars, scooters) 

KASTOR, HILTON, CHESLEY, 
CLIFFORD & ATHERTON, INC. 

575 Lexington Ave., New York 22, A. 

Plaza 1-1400 
Beryl Seidenberg, chief timebuyer; 
Gordon, Dorothy Glosser 

Am. Molasses Co. (Grandma's Molasses 
M. J. Breitenbach Co. (Pepto-Mangan 
Brownell & Field (Autocrat Tea & Coffee 
Bymarl-Tintair, Inc., Carter Prods. (Colo 
aid), Denver Chem. Mfg. (Antiphlogist'n 
Poultice, Dencorub, Dr. Hand's prods. 
Drug Research Corp. (Sustamin, Regime 
Insta-Pep, Man-Tan), Duff's Baking M 
Corp., Ex-Lax Co. (Jests), Hickok Ml 
(belts, buckles, jewelry), Household Pro 
Inc. (Sulfur-8, Gloss-8), Humphreys M. 
cine Co. (Humphreys Homeopathic Me: 
cines), Kilmer & Co. CStaze, Swamp Rool 
Klutch Co. (Dental Adhesive), Lander 1 
(Lander Deodorants, skin creams, Di 
Peach hair dressing), Minute Maid, Snj 
Crop Div. (Citrus), Potter Drug & Ch 
Co. (Cuticura), F. Ad. Richter & Co. P 
Expellcr, 3-XB), Seabrook Farms, Sn, 
Crop Div.; (fruits & veg.), Smith BrJ 
(all prods.), Stop & Save Trading Sta« 
Corp. (Triple-S Blue Stamps), Sweet-Orr 



WKLO 

LOUISVILLE %" 

Award Winning ♦ ♦ ♦ 

TAKES GREAT PRIDE IN THE TWO AWARDS FO 
1959 PRESENTED JOINTLY BY THE ASSOCIATE 
PRESS OF KENTUCKY AND THE UNIVERSITY 0 
KENTUCKY - I 

"OVERALL NEWS COVERAGE" I 
"COVERAGE OF A SINGLE STORY" 
ONLY KENTUCKY STATION TO WIN TWO AWARD 

WKLO— LOUISVILLE LEADER IN FAMILY RADIO (NIELSEN-PULSE 

DETAILS FOR THE ASKING — BILL SPENCER OR YOUR NEAREST EAST /MM 
robert C eaStman & CO., inc. national representative I 

AIR TRAILS stations are WEZE, Boston; WKLO, Louisville; WING, Dayton; WCOL, Columbus; and WIZE, Springfield, Ohio. 
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., Thayer Labs., Div. of Revlon, Inc. 
pectran-B cold tablets), White Frost 
emicals, Inc. (White Frost, Fur Frost, 
g Frost), Ar. Winarick (Jeris, Q.E.D., 
ra-Gloss) 

iTZ # THE JOSEPH, COMPANY 

155 Fifth Ave., New York 17, N. Y. 
Murray Hill 7-0250 
dries A. Brocker, dir. of media 
lerican Oil Co., Rowell; The White 
Jield Corp., 

iUFMAN ADVERTISING, JACK, INC. 

,169 Lexington Ave., New York 17, N. Y. 

Murray Hill 6-1028 

rbert N. Sapirman 
■tsmos Industries (hi fi equipment) , Gray 

g., High Fidelity Div., Hudson Radio & 
Corp. (hi fi equip.) , International 
■l»an Corp. (elec. chord organs for home 

■), Lectronics of City Line Center (hi fi) 

| NYON & ECKHARDT, INC. 

l'!47 Park Ave., New York 17, N. Y. 

I fukon 6-9000 

ieph P. Braun, media dir. 
Wsociate media rfirs.: Philip C. Kenney, 
r .ndan J. Baldwin, James R. English 

tcfia supervisors: Desmond O'Neill, 
I in F. Shima, Harold H. Sieber, Louis 

nnedy 

I nebuyers: Mary Dwyer, Lucy Kerwin, 
I ward Kobza, George Simko, Jack Cap- 
9 i, Frank Hajek 

1 t't timebuyers: Ralph Bodle, Robert 
I irton, Joan Timko 

I lerican Safety Razor, Caplan; Anaconda 
Ijpper Mining, Kerwin; Canadian Pacific 
I ilway, Kerwin; Capital Airlines, Kerwin; 
1 rd Motor Co., Kobza & Morton; Class 
I utainer Mfrs., Kerwin; Lever Brothers 
mpany (Handy Andy, DinnerRedy, 
7, Praise) , Dwyer, Simko, Hajek, 
i\e & Timko; Lincoln-Mercury, Ken- 
ly & Morton; Thomas J. Mahon, Inc. 
lenyl-Drane) , Dwyer; Mead-Johnson, 
rwin; McKesson & Robbins, Kerwin; 
'itional Biscuit Co., Kerwin; Quaker State 
, Refining Co., Kerwin; Harold F. 
chie, Caplan; Shell Oil Co. (Institu- 
iial), Caplan; U. S. Plywood, Caplan 

lTCHUM, MACLEOD & GROVE, INC. 

j55 E. 6Ath St., New York 17, N. Y. 

Murray Hill 7-5640 

| ft J. Davis, Richard Courtney 

FA, Inc., County Fair Bakery (Wash., 
■ C.), Old Dutch Coffee, Westinghouse 
asting Co. 

DNER AGENCY, INC. 

75 Madison Ave., New York 22, N. Y. 
ilurray Hill 8-6700 

fin Marsich, assoc. media dir. (tv) Mai 
rray 

j! ' -old Bakers (bread, rolls, cookies) , Mur- 
V ; Color Forms (toys) , Murray; General 
I ephone (all prods.), Murray (spot), 
rsich (net) ; Goodyear (all prods, ex. 
1 1 tires), Marsich & Murray; G. M. 
} her Body Div. (cars), Murray; Renault 
If, Murray (spot), Marsich (Net.); Syl- 



vania (all prods.), Murray (spot). Mar- 
sich (net) 

LANE, PHILIP J., ADVERTISING 

16 E. 50th St., New York 22, N. Y. Plaza 
3-9327 
Philip J. Lane 

LA ROCHE, C. J., & CO., INC. 

575 Lexington Ave., New York, N. Y. 

Plaza 5-7711 
Humboldt J. Greig, v. p., dir. of time- 
buying; C. Eaton, Jr., asst. media dir. 
Lionel Schaen, Jaynee Present, time- 
buyers 

Bekins Van & Storage Co., Walt Disney 
Productions (Disneyland) , Fawcett Publi- 
cations, Merck Chemical (animal health 
prods.), North American Philips (Norelco 
shavers) , Paper Plate Asoc, U. S. Tobacco 
(Bruton Snuff, King Sano, Copenhagen 



Snuff), Van Raalte Co. (hosiery), Warner 
Bros. Co. 

LEBER & KATZ, INC. 

625 Madison Ave., New York 22, /V. Y. 

Plaza 1-4477 
Murray A. Valenstein 
Swanee Paper Corp. (facial tissues, bath- 
room tissues, etc.) 

LEFTON, AL PAUL, COMPANY, INC. 

71 Vanderbilt Ave., New York 17, N. Y. 

Murray Hill 9-7470 
Helen Hartwig, media dir.; Ken Allen, 
Stan Hamer 

Beneficial Management Corp. (loans), 
Allen; B.V.D. (clothing) ; Danish Blue 
Cheese; Devonsheer (Melba toast); Great- 
er New York Assn. (racing) ; Hotel Com- 
modore; Loft's Candy; B. Manischewitz 
(Borscht) ; Martinson's Coffee; Nylonge 
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This is the PLUS factor that makes 
WOC-TV more exciting — more 
interesting — more effective than the 
competition. Yes, more local 
programming for homemakers, 
for sports fans, for youngsters . . . 

all this in addition to NBC, 
top ABC shows and the best of the 
syndicated shows. 

These are the people that buy 
products in the nation's 47th TV 
market. More than 2 billion dollars 
in retail sales ring on the 
retailer's cash register. Over 438,000 
TV homes are within the 42 
counties of WOC-TV's coverage area. 

And to help you get the maximum 
number of these dollars WOGTV 
specializes in effectively co-ordinating 
and merchandising your buy at 
every level — the broker, wholesaler, 
direct salesman, key buyer as well as 
the retail outlet. 

Your PGW Colonel has all the facts, 
figures and other data as well as 
day by day availabilities. 

See him today. 



PETERS. GRIFFIN. WOODWARD. INC 
EXCLUSIVE NATIONAL REPRESENTATIVES 
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'EliVICE continues to be one of the basic theme songs at BMI. Not 
only are its facilities offered to its TV licensees, but to producers, advertising 
agencies and their clients, TV film distributors, music conductors, directors 
and everyone in TV concerned with music and programming. This service 
is apparent in the day to day activities of I!MI and is provided in many forms, 
such as : 

• Assistance in the selection or creation of music for theme, background, 
bridge, cue or incidental mood music. 

• Aid in music clearance. 

• Help in protecting music ownership rights. 

• Answers to questions concerning copyrights, music right for future 
residual usage and help in solving all other problems concerning the use 
of music in TV. 



BMI 1960 PRESIDENTIAL PACKAGE 

New, timely, election-year half hour scripts with back- 
ground, color, personalities, oddities, the intriguing 
stories of past elections, odd and interesting facts about 
our chief executives, their hobbies, early jobs, love for 
sports, etc., plus photos and reproductions of sheet music 
with fascinating stories of the songs that played roles in 
America's political history. 

Available without charge to all stations as a public 
service. 

TELEVISION S&etc& BOOK 

Practical working scripts for the presentation of songs 
in dramatic, comic and pictorial fashion. Song hits as 
well as the standard favorites are developed into photo- 
genic sketches which can be used effectively as complete 
musical shows, as production numbers in variety shows, 
or for scene-setting segments. Look for the I5MI TV 
Sketchbook when it reaches your station each month. 

Let BMI give you the TV Music Story. Call or write 
BMI TV SERVICE department. 

BROADCAST MUSIC, INC. 

589 FIFTH AVENUE, NEW YORK 17, N. Y. 

NEW YORK • CHICAGO • HOLLYWOOD • TORONTO » MONTREAL 




Corp. fnpongo*) ; K. C. A. Electronics; R! 
liance Mfg. Co. (clothr*) ; Thompson M 
cal Co. (Slim Mint, chewing gum, \ii 
mins I , Homer 

LENNEN & NEWELL, INC. 

380 Madison Are., Xew York 17, -V. 
Murray 1 1 ill 2-5100 
Herbert Zeltner, v. p., dir. of media; Jc 
Van Emmerik, assoc. media dir.; Fror 
Howlett, ass't. media dir. in charge 
b'cast. buying 
Media Contact Men: Emil Bertolino, A 
bott Davis, Arthur Hemstead, Jos* 
Kelley, Martin Narva 
Timebuyers: Thomas McCabe, all a 
counts, Peter Holland, all accounts (ne 
work), Marion Jones, Robert Kelly, Ma 
ny Klein, Robert Kutsche, Sally Reynolc 
Sewall Sawyer 
\nnstrong Rubber Co., Jones; Best Foo( 
Kutsche; Brooklyn Paramount, Kutsch 
Carlie Chemical. Kutsche; Chieopee Mi 
Kutsche; Circle bine. Kutsche; Colgate-P 
molive Co., Sawyer; Consolidated (if 
Corp., Kutsche; Corn Products. Kutsc* 
P. Lorrillard Company. Inc.. Kelly, Klein 
Reynolds; MeCormiek Tea, Jones; Pa' 
mount Picture*, Jones; Reynold MeM 
Jones; Mokely A an Camp, Jones 

LEON, S. R., COMPANY, INC. 

119 W. Tilth St.. \eiv York 19, X. 
Circle 6 9600 
Mary A. Burak 

Burlington Ribbon Mills (instant bow 
Channel Master Corp. (h antenna), Ma- 
Tile l)iv. of the Ruberoid Co. (MalJ 
floor tile) 

LIPMAN, HERBERT, ADVERTISING 
CORP. 

155 r. \6th St., Xew York 36. *.l 
Circle 5-0200 

MAC MANUS, JOHN & ADAMS, 1M 

111 Madison Ave., Xew York 22, X.i 

1'laza 9-5600 
Henry G. Fownes, Jr., v. p. (networ^ 
Roger C. Bumstead, media dir; Wcl! 
Lepkin, research dir.; Paule Shop! 
Jack Cummings, media buyers; ChrisM 
Perkins, media assistant 
Carrett & Co. (Virginia Dare & Gar' 
wines), Good Humor Corp. (ice ere.inl 
ices), Riggio Tobacco Corp. (Regent 'I 
arelles), S. \. Sclioiibrunn (Medaglia? 
oro coffee), S. 1>. Thomas (baked p'l 
ut'te), V. S. News & World Report (ml 
zine). \ an Munching & Co. Illeim kJ 
heerl, 1. ?>. \ir Force (recruiting), M l 
Rock Corp. (sparkling be\erages) 

MANOFF, RICHARD K., INC. 

575 Lexington Are., Xew York 22, V 

I'laza 11730 
Stanley Newman, media dir.; Shi" 
Weiner, media buyer 

Columbia River Packers Assoc. (Biirrji 
Her tuna, salmon, erab meal), Old LonB 
Foods (Melha toast, Cheesewich, C!w 
Doodles, Dipsy Doodles), Oakite Prl 
(all purpose cleaner), W. F. Schnfffl 



AIR MEDIA BA£| 



(candies), Welch Grape Juice Co. 
36 juice, grape spreads, Welchade, 
juice) 

ANN-MARSCHALK CO. 

) Park Ave., New York 22, N. Y. 
ford 74250 

ne J. Cagan, media dir., v. p.; Jahn 
eskil, assoc. media dir.; Tarn Fitz- 

d, Catherine Nable, Vincent J. 
ft i, Otis Hutchins 

alt Inst., Otto-Bernz, Coca-Cola Bot- 
Co. of N. J., Exercycle, Flintkote Co., 
( i Corp., Genesee Brewing Co., Inc. 
r), Hartford Fire Ins. Co., Interna- 
1 Nickel Co., Inc., Magnavox Co., 
cians Local 802, National Lead Co., 
Jon Listener Corp., Sabena Belgian 
es, Sargent & Co., Superior Electric 
Upjohn, Western Maryland, Worcester 
1 

SHALL, HAROLD, ADVERTISING 
•UPANY, INC. 

1 Madison Ave., New York 16, N. Y. 
may Hill 6-5652 
Ad Marshall 

ISTELLER, RICKARD, GEBHARDT & 
>, INC. 

I Second Ave., New York 17, N. Y. 
f.kon 6-6161 

in Gran, media dir.; Helen Seele, 

i, 

irHES, J. M., INC. 

0 Madison Ave., New York 16, N. Y. 
'xington 2-7450 

1 S. Cathcart, timebuyer; Patria A. 
•nett, Olga W. Hoffman, Mary A. 
•anough, ass'ts 

lida Dry Ginger Ale, Ludens, Inc. (Lu- 
k cough drops, Fifth Ave. candy bars) , 
Pure Food Co. (Herb-Ox and West- 
er chicken prods.) , Union Carbide 
( >., Wilkenson Sword Sales Corp. 

XON, INC., ADVERTISING 

I East S3d Street, New York 22, N. Y. 
%*aza 9-7676 

Bi nas P. Maguire, bus. mgr.; Al Duz, 
ge Huelser, Ray Stane, Charles 

0 >nnell 

■ rice Foods (LaChoy sauce), Duz; Gen- 
Electric (radio receiver & tv tube 

js.), Maguire; Gillette Safety Razor 
(razors, blades, shaving creams) , 

e, Huelser; H. J. Heinz Co. (57 Va- 
:s), Maguire; D. W. G. Cigar Corp., 
! Charles E. Hires Co. (soft drinks), 

liinnell; Pfeiffer Brewing Co., Duz; 
Blburgh Plate Glass (paints), Maguire 

1 cANN-ERICKSON, INC. 

'5 Lexington Ave., New York, N. Y. 
I j'/orrf 7-6000 

vjia account supervisors: Tarn Carey, 

■ | Kelly, Jahn Marena, Murray Raffis 
f 'rfcast supervisors; Bill Frame, Sey- 

r Goldis, Bill Pellenz, Jay Schaen- 
t Herbert Shutts 

l Curran, Enid Cahn, Judy Bender, 
linia Csnway, Joseph Granda, Demi- 
Imbornane, Ethel Melcher, Jane 



Padester, Philip Stumba, Larry Bershan, 
Herbert Schader 

Bulova Watch Co., Frame & Stumba; Ca- 
nadian National Railway, Bershan; Col- 
gate-Palmolive Co. (Ajax), Raffis & Im- 
barnane; Corn Prods. Sales Co. (Nu Soft), 
Schaenfeld & Bender; Cowles Magazines 
(Look), Stumba; The Coca-Cola Co., 
Carey & Schader; Enjay Co., Granda & 
Shutts; Esso Standard Oil Co., Galdis & 
Granda & Shutts; Esso Standard Oil Co. 
(Flit), Schaenfeld & Bender; Gilbert & 
Barker Co., Granda & Shutts; Dorothy 
Gray (cosmetics) , Schaenfeld & Bender; 
John Hancock Mutual Life Ins. Co., Stum- 
ba; Lehn & Fink Prods. (Lysol, Etiquet, 
Hinds) , Schaenfeld & Bender; Liggett & 
Myers (Chesterfield, Oasis, Duke) , Marena, 
Canway & Curran; National Biscuit Co. 
(crackers, sweet goods and bread), Kelly 
& Melcher & Bershan; National Biscuit 
Co. (bread), Frame & Stumba; Nestle Co. 
(Ever-Ready cocoa, Quik, Nestle inst. cof- 
fee, Nestea, Zip) , Cahn & Padester; Pen- 
ola, Inc., Granda & Shutts; Savings & Loan 
Foundation, Inc., Schoenfeld & Bender; 
Standard Oil Co. of N. J., Galdis & Gran- 
da; Trans-Canada Airlines, Bershan; Tyrex, 
Inc., Schaenfeld & Bender; Westinghouse 
Elec. (major appls., refrigeration special- 
ties & portables), Frame & Stumba; West- 
inghouse Elec. (lamp div.), Curran 

MENDELSOHN, DAVID J., ADV. AGY., 
INC. 

Empire State Bldg., New York 1, N. Y. 
Longacre 3-2465 

MILLER, THE HAROLD, COMPANY 

341 Madison Ave., New York 17, N. Y. 
Lexington 2-7171 
Raphael Malagald 

Gimbels Home Food Plan, Jacwin & Costa 
(finance), Puritan Beef Co., Sire Plan 
(real estate) , United Carpet (floor cover- 
ings) 

MOGUL, WILLIAMS & SAYLOR, INC. 

625 Madison Ave., New York, N. Y. 

Templeton 8-7100 
Leslie L. Dunier, v. p. radio tv; Lynn Dia- 
mond, Jayce Peters 

Barney's Clothes, Peters; Barricini Candy 
Corp., Peters; Berolio Oil, Peters; Cana- 
dian Fur, Peters; Costa Ice Cream, Peters; 
Gem Oil Co., Peters; Gold Medal Candy 
Corp. (Bonomo Turkish Taffy, peanut brit- 
tle, etc.; Cocilana Cough Nips), Peters, 
Howard Clothes, Diamond; Knomark Mfg. 
(Esquire boot polishes), Lite Diet Bread, 
Diamond; M. Lowenstein & Sons, Inc., Na- 
tional Dairies (Breakstone cottage cheese 
& Temp-tee) , Peters; National Shoes, Pe- 
ters; Park & Tilford (Tintex div.) , Peters; 
Pierce's Proprietaries, Inc. (Golden Medi- 
cal Discovery) , Peters; Rayco Mfg. Co. 
(auto seat covers & mufflers) , Diamond; 
Regal Shoes, Peters; Regina Corp. (Elec- 
trik-Broom, floor polishers), Ronzoni Maca- 
roni Co., Peters; Speedwriting Schools, 
Diamond 



LET 
THIS 
FAMILY 
PRETEST 
YOUR 
COMMERCIAL 




Stratified Test 
Families 



A NEW SERVICE AVAILABLE 
TO ADVERTISERS & AGENCIES 
FOR TESTING COMMERCIALS 
AND PROGRAMS. 

FOR DETAILS, CONTACT . . . 



BLAIR TELEVISION ASSOCIATES 

■ Aa[lGH0//iepi*«!i/rtM.» 



*Sampling of 500 families in- 
cluding income, age, educa- 
tion, etc., distribution data. 
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SELL 



1,000,000 



NEGROES 



WITH 



SPEIDEL 



The 3 

Speidel stations 

serve 87% of South 
Carolina's total Negro 
Market . . . 
plus parts of Georgia 
and North Carolina 

Speidel's simple formula 
for success: 

Specialized programming 
to a special audience. 

See Group Listings 
for combination rates. 



•)) GOIDEN HORN STATIONS 

SPEIDEL 

BROADCASTING CORPORATION 

Representatives — ■ 
National — Bob Dore Associates 
Southeastern — Dora-Clayton Agency 



WOIC 



5000 W - M70 K C 

COLUMBIA, S. C. 



WPAL 



1000 W - 730 KC 

CHARLESTON, S. C. 



WYNN 



2S0 W - 540 KC 

FLORENCE, S. C. 



MOHR & EICOFF, INC. 

400 Madison Ave., New York 17, N. Y. 
Plaza 9-7070 

(.Branch Office: 112 E. Walton St., Chi- 
cago 11, III. Superior 7-9700) 
New York timebuyers: Hal Kirk, Mel 
Mohr, Dan Rubin, S. Sanders 
Chicago timebuyers: Alvin Eicoff, Patri- 
cia Grey, Roy MacLean 
Ambassador Record Co. (21 Top Hits), 
Rubin, Eicoff, Mohr; Breath 0 Pine (de- 
odorant room cleanser), Kirk; Chemical 
Insecticide Corp., Rubin; The Grant Co. 
( Chop-O-Matic, Salad Maker, Robot Gar- 
dener, Trimohile, Dexter sewing machine, 
Glass Knife, Z-Matic) , Grey, MacLean & 
Sanders; Lehigh Acres (Fla. retirement 
r/e), Grey, MacLean, Eicoff & Mohr; Eu- 
gene Stevens, Inc. (Righy models) , Eicoff, 
Grey & Sanders; Transogram Toys, Rubin; 
Winston Sales Co. (transistor radio, fishing 
kit, tube tester) , Grey, Eicoff, MacLean 
& Sanders 

MORSE INTERNATIONAL, INC. 

122 E. 42nd St., New York 17, N. Y. 

Oxford 7-2100 
Orrin E. Christy, Jr., media dir.; Ray- 
mond A. McArdle, ass't; Mary E. Clark, 
timebuyer; Barbara Fisher, ass't 
The Lavoris Co. (Lavoris) , Vick Chem. Co. 
(Vick prods.) 

MURRAY, JOHN F., ADV. AGY. 

22 E. 40th St., New York 16, N. Y. Lex- 
ington 2-8000 
Miss A. Carle 

Boyle-Midway (plastic wood, 3-in-One oil) , 
Whitehall Lahs. (Heet, Hills, Dristan, Out- 
gro, Freezone, Prep. H, Primatene, Ana- 
cin) 

NORMAN, CRAIG & KUMMEL, INC. 

488 Madison Ave., New York 22, N. Y. 

Plaza 1-0900 
Sheldon Boden, chief timebuyer; Betty 
Harper, Claire May, Alan Silverman 

Chanel, Inc., Chesebrough-Pond's, Inc. 
(Vaseline hair tonic, lipsticks, liquid make- 
up, lip ice) , Colgate-Palmolive Co. (Veto 
deod., Vel powder, Cashmere Bouquet 
soap), Dow Chemical Co. (Zefran, new 
prods.), Hertz System (Hertz Rent A Car), 
Maiden Form Brassiere Co., Norman, Craig 
& Kummel, S. A., Ronson Corp. (Ronson 
lighters & acces.), Jacob Ruppert, Schenley 
Industries (CVA Corp., Schenley Import 
Corp., Schenley Name Brands Co.) , Speidel 
Corp., Willys Motors, Inc. 

O'CONNELL COMPANY, R. T. 

420 Madison Ave., New York 17, N. Y. 
Plaza 3-1710 
R. T. O'Connell, Anne Kelleher 

Pomatex Co. (Pomatex hair cream, Poma- 
tex Lanolin magic) 

OGILVY, BENSON & MATHER, INC. 

589 Fifth Ave., New York 17, N. Y. 

Murray HUl 8-6100 
Media supervisors: Ann Janowicz, Clif- 
ford Botway, Peter Triolo, Walter Kash. 
en, adm. mgr. & supervisor 



monic, Dart; Rolls Royce, Dart; Staru " 
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Timebuyers: Henry Cleeff, Maxine Col 
Peter Berla, Bert Hopt, Art Topol, F 
ence Dart, John McLaughlin 
Ass't timebuyers: Madeline Kenn 
Marcia Raschen, Paul Zuckerman, I 
ert Storch, Sue Smallen 
Group #1: Media supervisor, Ann Jo 
wicz 

Berkshire (stockings), Cleeff; Peppe 
Farm (bread & pastry) , Cleeff; H 
Ruhinstein (cosmetics), Cohen; Pu 
Rico, Cohen; Schweppes (tonic 
Cohen 

Group #2: Media supervisor, Clif 
Botway 

Armstrong Cork Co. (hldg. prods.), H i. 
Lever Bros. (Dove Beauty Bar), Ti 
Lever Bros. (Good Luck margarine), Hi 
Lucky Wbip, Hopt; Tetley Tea, T« 
Zippo (lighters) , Topol 
Group #3: Media supervisor, Peter 
olo 

Bristol-Myers (Ban) , Berla; General Fi 
(Maxwell House coffee), Berla 
Group #4: Media supervisor. Flora 
Dart 

British Travel Association, Dart; Chris. 
Brothers, Dart; Hathaway, Dart; Lin 
Center, Dart; Orient & Pacific, Dart; 
ternational Paper, McLaughlin 
Oil (N. J.), Dart; Steuben Glass, 
Viyella, Dart 

lift 

PARKSON ADVERTISING AGENCY 

400 Park Ave., New York 22, N. Y. F 
1-6400 

Herbert Gruber, dir. of media; Ruth 
er, all media buyer; Gerald J. Lt 
ass't dir. media 

Journal of Lifetime Living, Liggett 
Co., North Am. Accident Ins. Co. of < 
Pharmaceuticals, Inc. (Geritol, Ser 
Sominex, Zarumin, R.D.X., Devarex, i 
gel, Banarin), Sun Drug Co., J. B. 
liams Co. (Aqua Velva, Lectric Shave, 
liams shaving creams, Conti sham 
Kreml, Skol) 

PEARSON ADVERTISING AGENCY, I 

250 Park Ave., New York 17, iV| 
Yukon 6-7795 
C. H. Pearson 

PLATT & O'DONNELL, INC. 

7 E. 44th St., New York 17, N. Y. 

ray Hill 7-3240 
Thomas O'Donnell 
Garcia y Vega, Inc. (cigars), H. S. ¥r* 
& Co. (coffee) , Mills-Denmark (fumitij 
OXO, U. S. A., Ltd. (bouillon cube 
stant OXO), Previews, Inc. (real es*i 
Rohinson Aviation, Schaefer Rug Cleal 
Co., Southern Clays, Inc. (calcined Ai 
Squirrel Brand Peanuts, Carl Zeiss (| 
eras) 

POWERS, JOHN 0., COMPANY 

116 John St., New York 38, N. Y. 
4-7361 
Robert W. Powers 
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UCT SERVICES, INC. 

E. 45th St., New York 17, A'. Y. Mur- 
t Hill 7-0204 
I face Lane tan, v. p.; Doris Gauld, 
J'ia dir.; Ben Pettick 
Binental Wax Corp., Mecronaire Elec- 
m [edical Prods., Roto-Broil Corp. of 

■ Slenderella International, Strauss 
I -s, Technical Tape Corp. 

* ER, KENNETH, COMPANY, INC. 

I r. 56th St, New York 19, A". Y. lad- 
I > 2-6820 

■) leth Rader, Carol Grobman 

rosia Cosmetics (Ambrosia Facial 
isers), Ameril Drug Co. (Alkaid, 
iwell), Balenciaga Parfum, Chem. 
laities Co. (Spra-O-Med), Commerce 
Co. (Ora jel), Dro, Inc. (Dro insecti- 
, Kay Preps. (Formula 301), Lamour 
Prods. (Color Comb), Lawrence Labs, 
oam Shampoo), Thompson Medical 
Cura) 

\\ ADV. ASSOC. CORP. 
I i Lexington Ave., New York 22, A T . Y. 
m-rray Hill 8-8320 
I 9 I. Adelsberg 

B.isite Form Brassiere, Perfection 
I s I. Rockeach & Sons (foods), Silf- 
V (girdles) 

MUCK & KATZ, INC. 

I E. 39th St., New York 16, N. Y. 
I nay Hill 5-4794 
U • Katz 

R CHER RICHARDS, CALKINS & 
HOEN, INC. 

I Rockefeller Plaza, New York 20, A'. Y. 
W?son 6-5400 

B Fifth Ave., New York 19, A'. Y. 
W-:a 7 6400 

■ Fralick, v.p., dir. tv-radio; Jahn 
W , v.p., dir. af media; Robert Baul- 
m v.p., assoc. media dir.; Richard 
*•» ns, v.p., assac. media dir.; James 
M. elly, Elizabeth Griffiths, Jack Mc- 
•fc al, timebuyers 

I nder Smith (carpets), Kelly; Arvida 
Af, Kelly; Dunbar Labs. (Pretty Feet, 

■ . Prosital, Keelate), McDaugal; 
Bti Air Lines, Kelly; Heublein (Maypo- 

■ lx, Anderson Soup), Griffiths; Nation- 
I istillers Prods. Co. (CinZano Ver- 

Griffiths; Newsweek (magazine), 
G' ths; Sofskin, Inc. (Sofskin), Mc- 
ol; J. P. Stevens & Co. (fabrics), 

■ iths; United States Rubber Co. (Tire 

■ footwear, Koylon mattress), Kelly 

■ ;L & FREEDE, INC. 

I I Lakeview Ave., Clifton, A. /. Gregory 
•00 

B|r York Telephone: Murray Hill 31725 
as F. Flanagan, media dir.; Lor- 
Schulze, asst. 

■ Ian Company (Chimney Sweep, Mr. 

■ ; Gering Plastics Div., Studebaker 
rdCorp. (Ger Pak),Glamur Products 

Glamur) , Marcel Paper Mills (paper 

ST 1960 



ROBINSON-RAPP ADV. AGENCY 

130 W. 42nd St., New York 36, A'. Y. 

Chickering 4-6418 
James J. Robinson, Rasa W. Rapp 
Hush-A-Phone Corp., Robinson; Joseph M. 
Klein (men's clothing), Rabinsan; School 
of Memory & Concentration, Rapp 
ROCKMORE COMPANY, THE 

575 Lexington Ave., New York 22, N. Y. 

Plaza 8-2400 
Elaine Akst 

Carbona Prods, (all), Hebrew National 
Kosher Delicatessens, Warner Lambert 
Pharm. Co., Standard Labs., Inc. (Sloan's 
Liniment, Bathasweet), Wilrick, Inc. 
(Appleberry Sauce, Wilrick's 4-to-l Grape 
Drink, Red Cheek Apple Juice) 



SACKHEIM, INC., BEN 

2 W. 59tA St., New York 19, N. Y. Plaza 
1-2200 

William Pitts, radia-tv dir., William 
Galker, media dir., Richard Goldsmith, 
timebuyer 

Am. Cyanamid Co. (Organic Chem. Div.), 
Burlington Industries (Hess, Goldsmith), 
Nationwide Insurance, Peter Pan Founda- 
tions 

SACKHEIM, MAXWELL, & CO., INC. 

545 Madison Ave., New York 22, N. Y. 
Plaza 1-3151 
Barbara Kumble 

Am. Artists Group (greeting cards), Assoc. 
Products (Athlex Quickies), Puritron Corp. 



MORE ADVERTISERS USE 

WOR 

THAN ANY OTHER NEW 
YORK RADIO OR TV 
STATION. ONE REASON: 
WOR's SALES PRODUC- 
ING NEWS AND PERSON- 
ALITY PROGRAMMING 
REACHES THE LARGEST 
AUDIENCE OF ANY 
STATION IN AMERICA! 
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(air purifier, range hood), Sea Breeze Labs. 
(Sea Breeze) 

SAN GER-FUN NELL, INC. 

355 Lexington Ave., Sew York 17, A r . Y. 
Murray Hill 7-1513 
Robert L. Neff, Robert L. Starski 

John H. Graham & Co. (gen. hdw., hand 
& garden tools), Ohio Machine Prods, 
(spike disc lawn cultivators, Dunham lawn 
rollers) , Seymour Smith & Son (pruners, 
grass & hedge shears) , Whitehead Metal 
Prods. Co. (metal prods, for industry) 

SCHLAIFER, CHARLES, & CO., INC. 

4 W. 58«fc St., New York, N. Y. Murray 
Hill 8-1510 
Herb Joseph 

Astor Theatre (motion pictures), Lopert 
Films (motion pictures), Magna Theatre 
Corp. (motion pictures), Metrop. B'casting 
(tv & radio), Paramount Theatre (motion 
pictures), Plaza Theatre (motion pictures), 
Rivoli Theatre (motion pictures) , Skouras 
Theatres (motion pictures) , 20th Century 
Fox (motion pictures), Univ. International 
(motion pictures), Victoria Theatre (mo- 
tion pictures) 

SCH N El DER-STOGEL CO., INC. 

286 Fifth Ave., New York 1, A'. Y. 

Bryant 9-0668 
David Schneider, Martin Haver, Duke 
Whiteman 



SCHWAB & BEATTY & PORTER, INC. 

660 Madison Ave., New York 21, .¥. Y. 
Templeton 8-8410 
G. F. Perkins, Rae Elbroch 

SIESEL, HAROLD J., CO., INC. 

216 E. 49th St., New York 17, A'. Y. 

Plaza 9-6440 
Daniel Siesel, timebuyer; Leonard M. 
Scherer, acc't. exec. 

Aurora Plastics Corp. (hobby kits), Ren- 
wal Mfg. Co. (toys) 

SMALL, SAM, ASSOCIATES 

42 W. 33rd St., New York 1, A'. Y. Long- 
acre 8-0423 
Sam Small 

Pilot Industries (books) 

SMITH, HAGEL & KNUDSEN, INC. 

30 E. 60th St., New York 22, A'. Y. 
Plaza 9-7613 
William Segal 

Fonda Div., Standard Packaging Corp. 
(paper plates, trays, etc.), Fred Gretsch 
Mfg. (complete line of musical instru- 
ments). Royal Lace Div.. Standard Packag- 
ing (shelf paper, doilies, etc.) , Samuel 
Lakow & Sons (office planners & equip 
ment) 

SONNENREICH, JOSEPH I. 

205 r. 89th St., New York 24, A'. Y. 
Susquehanna 7-1797 
Joseph I. Sonnenreich 



SPECTOR, RAYMOND, CO., INC. 

445 Park Ave., New York 22, N. 
Murray Hill 8-4407 
Eleanor Rainer 

STERLING ADVERTISING AGENCY 

9 E. 40th St., New York 16, A'. Y. Ore, 
9-6767 

Miss Lesley Normandin 
Julius Grossman (shoes) 
SULLIVAN, STAUFFER, COLWELL & 
BAYLES 

575 Lexington Ave., New York 22, A T . 

Murray Hill 8-1600 
Ed Fonte, assoc. md; Vera Brennan, cr 
timebuyer 

r/mebuyers: Bob Anderson, Bill Fergus 
Ed Fonte, Don Ross, Fred Spruytenbt 
Jeanne Sullivan, Steve Suren 
Assistant timebuyers: Bill Abrams, 1 
Bridge, Michael Cambridge 
Am. Tobacco Co. (Pall Mall, Half & H 
La Corona Coronas), Spruytenburg 
Bridge; Arrid, Bridge; The Best Foods 
(Presto, H O Quick Oats, H-0 Instant 0 
H-0 Cream Farina, H-0 Reg. Oats, 
Old Fashioned Oats, Rit Dyes, Shino 
Bridge; Block Drug Co. (Nytol, G: 
Mint, Py-Co-Pay Toothbrushes, CD- 
Ross; Bulova Watch Co. (radio and ste 
phonic phonographs) , Ross; Carter Pn 
Inc. (Arrid, Snow White, Crew, Bi 
Prize), Fonte & Cambridge; Carter Pi 
Inc. (Rise, U.S.), Sullivan; Duffy-Mott 



WRGB 

puts your 
MESSAGE 



Sales begin long 
before sales are 
made, and WRGB 



■ 

1 



C31 is there at 



WHERE 



the outset in the 
homes and on 
the minds of the 

THE SALE people©^ who 

can translate your 
message into sales. 



Sales begin here, too, beca 
more and more manufacture 
are discovering the test-mar" 
ability of this Northeastern 
York and Western New EngLi 
audience. The thousands of erj 
neers, skilled workers, farmj 
and their families who live h 
represent a wide cross sectioi 
preferences and tastes. And, 
metropolitan, suburban and r 
nature of this market furt 
gives you an excellent samp 
of modern America's IN 
habits. But, what really mal 
sales begin here is that WRGM 
the number 1 voice and pictl 
this area. Let WRGB pi 



in 



your message where sales b 
Contact your NBC Spot 
representative. 



BEGINS 




CHANNEL 6 
A General Electric StJ 
AlBANY-SCHENECTAD'-l 
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(all prods.), Suren; Lever Brothers Co. 
(Lifebuoy), Suren; Lever Brothers Co. 
(Silver Dust), Ferguson; Lever Brothers 
Co. (Breeze) , Sullivan; Lipton Tea (Reg.), 
Anderson; Lipton Tea (Inst.), Suren; 
N'oxzema Chem. (skin cream, skin lotion, 
High Noon, Nozain), Anderson; Oil In- 
formation Committee, Ross; Riviera Cigar 
Co., Ferguson; The Sperry & Hutchison 
Co., Ferguson; Vicks Cold Tablets, Cam- 
bridge; Whitehall Pharm. (BiSoDol Mints 
& Powders, Infra-Rub, Duplexin, Psorex, 
Resdan, Instant BiSoDol Seltzer), Ross 

SUSSMAN & SUGAR, INC. 

24 W. St., New York 18, A'. Y. 

Longacre 34470 
Hilda Spiriro, Aaron Sussman 

fNote: Unless otherwise indicated all ac- 
counts are publishing firms) 

\ppleton-Century-Crofts, Inc., Atheneuni 
Publishers, Beginner Books, Bollinger 
Foundation, R. R. Bowker Co., Chilton Co., 
Crown Publishers, Dial Press, East and 
iWest Book Club, Evergreen Review (Maga- 
zine), Farrar, Straus & Cudahy, Bernard 
.Geis Assoc., Golden Books, Guild Press. 
Grove Press, P. J. Kenedy & Sons, Land 
jmark Books, Looking Glass Library, Loth 
jrop, Lee & Shepard, McGraw-Hill Book Co. 
IJulian Messner, Inc., Modern Library 
Thomas Nelson & Sons, L. C. Page & Co. 
.Pantheon Books, Peter Pauper Press, Pub 
lishers Weekly, Random House, Sandpiper 
Press, Selney & Co. (pharmaceutical?), Si 
mon & Schuster, Ralph Stark, Inc. (r.r, 
?quip.), Univ. of Calif. Press, Univ. of 
Okla. Press, Vibration Eliminator Co. 
(mfrs.), Westminster Press 

THALL, KARL, ADVERTISING 
AGENCY, INC. 

• 118 E. 2Bth St., New York 16, A r . Y. 

Murray Hill 6-5566 
Karl Thall, Ethel Thall 
Advance Crayon & Color Corp., Thall; 
Wlon Mfg. Co. (Hobby-Kraft Do It Your- 
self). Thall; Cedarview Construction Corp. 
l'homes), Thall; National Farm Equip. Co. 
(lawn mowers), Thall; Standard Toycraft 
|* toys & games), Thall 

THOMPSON-KOCH CO., INC. 

| 1450 Broadway, New York 18, A'. Y. 

Lackawanna 4-6400 
'Robert W. Hall 

1-Con Co. (Ant Prufe, Roach-Prufe, Rid-X, 
Mouse Prufe, d-Con Ready-Mix), Glen- 
>rook Labs., Div. Sterling Drug Co. (Double 
3anderine, Mulsified Oil Shampoo, Cam- 
j'ho-Phenique, Molle, Ironized Yeast, Dr. 
jfaynes P-W, Midol), House of Huston 
(Sunday Shower, Fine Dinner for Para- 
pets, Jingle Bell, Spray Millet, What-A- 
Treat, Fine Dinner for Canaries, Tweet 
WE B ' rd Gravel > 5 Minute Flea Powder. Flea 

lli'lf 161 C ° llar ' Ha " dy D 3 "^"?)' Sterling 
■ Orug Mfg., Ltd., Canada (Ironized Yeast, 
nstantine, Fletchers Castoria) 
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THE MOST FOR YOUR MONEY 
IN EASTERN MICHIGAN 

MARCH ARB CONFIRMS WNEM-TV'S DOMI- 
NANCE IN BAY CITY-SAGINAW-FLINT AREA 

WNEM-TV is 1st in Eastern Michigan 
in Homes Reached 

*ARB Avg. 
Homes Reached 

WNEM-TV 59,400 

Flint Station A 43,000 

Lansing Station A 29,500 

Lansing Station B 15,800 

Saginaw Station A 9,800 



In FLINT . . . 

Michigan's second city with an official 
population of 194,940, all surveys prove 
WNEM-TV is number one! 



In the SAGINAW 
BAY CITY 

Metro Area, WNEM-TV nearly doubles the 
audience of its closest competition . . . 



*ARB 

SHARE 
OF AUDIENCE 

(March, 1960) 
9:00 am— 12 Mid. 
Sun. -Sat. 

WNEM-TV 
52.1 
Flint Station A 
30.6 

Saginaw Station A 
11.9 



SEE THE MARCH ARB FOR 
WNEM-TV'S DOMINANCE IN: 

• Late Night News 

• Syndicated Programming 

• Quarter-Hour Leadership 



WNEM-TV 



serving 
FLINT • SAGINAW 



BAY CITY 

Si) ^ 0B9 
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THOMPSON, J. WALTER, COMPANY 
420 Lexington Ave., New York 17, N. Y. 
Murray Hill 6-7000 
Media director: Arthur Parter 
Media manager: Richard P. Jones 
Associate media directors: Daniel Char- 
nas, Thomas Glynn, Jack Green, Ruth 
Janes, Robert Lilien, Robert Welty, Har- 
old Wilt, Anne Wright 
Broadcast & station relations supervisor: 
Ruth Janes 

Media services administrator: Alvin 
Dreyer 

Operating supervisors: Irene Dunne, re- 
search; Audrey Carrigan, production and 
records; Lucille Giarelli, estimating; 



George Farster, competitive analysis; 
James Maare, b'cast orders & legal 
Timebuyers: Pally Allen, Joan Ashley, 
Marie Barbata, Charles Bartholomew, 
Paul Bures, Kathleen Calella, Martin 
Daniels, Paul Fitzgerald, Jahn Flynn, Ray 
Glah, Robert Gorby, John Gray, Thamas 
Halleran, Arthur Karlan, Maria Kircher, 
Thamas Leidner, Peter Levins, Richard 
Macaluso, Gloria Mahaney, Frank Mar- 
shall, Richard Nybarg, Robert Pecka, 
Thurmond Pierce, Allan Sacks, Martin 
Scatt, Carrie Senatare, Jaan Shelt, Jahn 
Sisk, Nancy Smith, Ann Saulen, Margat 
Teleki, Dorothy Tharntan, Harold Velt- 
man, Robert Whitfield 



WALB-TV 
DOMINATES 

Albany— Thomasville— Tallahassee Market 



NIELSEN— MARCH, 1960 



MONDAY THRU FRIDAY 


SUNDAY THRU 
SATURDAY 


STATION 


6 AM 
9 AM 


9 AM 
NOON 


NOON 
3 PM 


3 PM 
6 PM 


6 PM 
9 PM 


9 PM 
MID. 




% 


% 


% 


% 


% 


% 


WALB-TV 


67 


63 


50 


62 


52 


54 


STATION X 


32 


36 


49 


37 


47 


45 



Your basic buy in the Albany-Thorn asville-Ta I lahassee 
Market is WALB-TV — the only primary NBC outlet be- 
tween Atlanta and the Gulf — first choice with viewers in 
a rich area of over 750,000 people, over $739 million spend- 
able income. 



Channel 

10 



WALB-TV JH 



ALBANY, GEORGIA 

Raymond E. Carow, General Manager 

Represented nationally by 
Venard, Rintoul b McConnell, Inc. 
In the South by James S. Ayers Co. 
ONE RATE CARD 



(Note: In the following listing the names 
first after each client are Associate Media 
Directors for the account. The following 
names are timebuyers for the account.) 
Aluminum Limited Sales, Inc., Glynn, 
Kircher & Pierce; American Electric Power 
Co., Welty, Bures & Pecka & Glah, 
American Home Foods, Lilien, Fitzgerald 
& Bartholomew; Assn. of Amer. Playing 
Card Mfrs., Welty, Bures & Pecka & Glah; 
Blue Cross and Blue Shield Plans, Wright, 
Smith & Daniels; Boyle-Midway, Charnas, 
Scott & Barbata & Shelt & Mahaney; 
Brillo Manufacturing Co., Wright, Smith 
& Halleran; Champion Spark Plug Co., 
Ruth Janes, Veltman & Garby; Chese- 
brough-Pond's, Inc., Charnas, Scatt & Al- 
len; du Pont & Company, Francis I., Welty, 
Bures & Pecka & Glah; Eastman Kodak, 
Co., Charnas, Karlan & Allen; Ford Deal- 
er Advtg. Assns., Ruth Janes, Veltman & 
Whitfield & Calella & Garby & Levinsl 
& Macalusa & Tharntan & Flynn; Ford 
Motor Co., Ford Division, Ruth Janes, 
Veltman & Whitfield; Foundation foil 
Comm'l. Banks, Charnes, Karlan; French) 
Co., The R. T., Glynn, Kircher & Senat 
& Bathan; Institute of Life Insurance 
Lilien, Fitzgerald & Bartholomew; Irving, 
Trust Company, Lilien, Fitzgerald & Bar- 
tholomew; Kingsberry Homes Corp., Wel-| 
ty, Bures & Pecka & Glah; Lever Brothers 
Company, Green, Gray & Leidner & Mar- 
shall & Nybarg & Sisk & Saulen; Mass,' 
Mutual Life Insurance, Glynn, Kircher & 
Senatare; McGraw-Edison Co., Wright, 
Pierce & Halleran; Mentholatum Co. 
Wright, Smith & Daniels; New Hollan 
Machine Co., Welty, Bures & Pecka & 
Glah; Northeast Airlines, Inc., Lilien, Fitz- 
gerald & Bartholomew; Oneida, Ltd, 
Welty, Bures & Pecka & Glah; Owen-' 
Illinois, Lilien, Fitzgerald & Barthola 
mew; Pan American Grace Airway- 
Wright, Smith & Daniels; Pan America 
World Airways, Wright, Smith & Daniel 
Purolator Prod., Inc., Lilien, Fitzgerald 
Bartholomew; Radio Corp. of Americ~ 
Lilien, Fitzgerald & Bartholomew; Read: 
er's Digest, Glynn, Kircher & Senatore 
Bathan; Ritchie Co., Harold F., Glyni 
Kircher & Senatare & Bathan; Rowntr- 
Company, Ltd., Glynn, Kircher & Senator 
& Bathan; Schlitz (N.Y. area), Welty 
Bures & Pecka & Glah; Scott Paper Co 
Charnas, Barbate & Karlan & Mahanc 
& Shelt; Seven-Up (N.Y. area I, Wright 
Smith & Halleran; Shell Chemical Corp. 
Welty, Bures & Pecka & Glah; Shell 0 
Company, Welty, Bures & Pecka & Glah 
Standard Brands, Inc., Lilien, Shannon 
McAuley & Davis & Teleki & Ashley 
Chandler; Stouffer Corp., Glynn, Kirch 
& Senatare; U. S. Brewers Foundatior 
Inc., Wright, Smith & Halleran; U. 
Lines Co., Welty, Bures & Pecka & Glah 
U. S. Playing Card Co., Welty, Bures 
Pecka & Glah; Young, W. F., Wright 
Smith & Halleran 
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/ICTOR & RICHARDS, INC. 

565 Fifth Ave., New York, N. Y. Oxford 
7-6960 

'ictor D. Lindeman, Jr., radio, tv dir.; 
Art. Lucille Widener, timebuyer 

Jrand Award (records), Harrison Home 
rods, (adding machine), White House Co. 
records) 

'ICTOR van der LlNDE COMPANY 

295 Madison Ave., New York 17, N. Y. 
Oregon 9-6161 
Charlotte Rains, Agnes Kingsley, all 
!»««• ucts. 

S^ite-X Corp. (Bite-X), Dolcin Corp. (Dol- 
in), Kedrin Pharms. (Kedrin), LO-PRO 
'orp. (pharms. & cosmetics), Whitehall 
'harm. Co. (Guards cold tablets) 

'INTI, CARLO, ADVERTISING, INC. 

551 Fifth Ave., New York 17, N. Y. Mur- 
ray Hill 2-8061 
iarlo Vinti, Joseph Vinti 

Vlleva Dairy, E & J Gallo Winery, Perillo 
Travel Bureau, Stella D'Oro Biscuit Co., 
itock Products, Inc. (Stock vermouth, 
,>tock cordials), Uddo & Taormina Corp. 
r Progresso brand quality foods) 
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VILLI AM WARREN, JACKSON & DE- 
J.ANEY 

45 W. ihth St., New York 36, N. Y. Jud- 
son 6-1350 

•tarry Solow, Jr., Harry Alleva, S. P. 
ackson 



i; \|, Alexander's Dept. Store, Solow; Book Find 



la. 

i-fCo 



Zlub, Jackson; Burnham & Co. (securi- 
Wnr lies), Alleva; Warren Connolly (appl. dis- 
(rib.), Solow; Dale Dance Studios, Jack- 
on; Federal Life & Casulty Co. (ins.), 
ackson; Key Training Schools, Jackson; 
orvette Stores (dept. stores), Solow; Na- 
ional Home Study School, Jackson; Polo 
grounds Speedway, Inc., Alleva; Radio-TV 
graining Assn., Jackson; Fitz Furs, Inc., 
Jockson; B. Ray Robbins Co. (banks), 
Alleva; Robert Technical & Trade Schools, 
lleva; Sachs Quality Stores, Solow; Sono- 
jjuK |one of New York (hearing aids), Alleva; 
fhompson Paper Co., Solow; Tri-State 
luick Dealers, Jackson 

VARWICK & LEGLER, INC. 

375 Park Ave., New York 22, N. Y. Plaza 
! 14700 



■It* 



tm 



4 

!!«»• 

AM 



i Seit" Joseph J. Hudack, b'cast. superv.; Doro- 
W 'hy Barnett, James J. Kearns, Herbert 
>andel, timebuyers 

MiKV -arter Prods., Inc., Barnett; Ex-Lax, Inc., 
C earns; The Bennen Co. (Citation, men's 
oiletries), Gandel; Revlon, Inc., Hudack; 
Varner-Lambert Pharm. Co., Barnett 

VEISS & GELLER, INC. 

400 Madison Ave., New York 17, N. Y. 
Plaza 3-4070 
Aox Tendrich, George DeVito, Jack 
eller 

leacon Plastics Corp. (housewares), Dave- 
a Stores Corp., Doeskin Prods., Inc. (pa- 
er prods.), Granco Sales Corp., National 
f I'hoenix Corp. (C & C Super-Coola, Nedicks 



soda), Nedicks Stores (restaurants), Proc- 
ter Electric Co. (housewares) 

ROBERT E. WEISSMAN ASSOCS. 

307 Fifth Ave., New York 16, N. Y. Mur- 
ray Hill 4-1027 

R. E. Weisman 

Capitol Airways, Inc. (airline) 

WEXTON COMPANY, INC., THE 

444 Madison Ave., New York 22, N. Y. 

Murray Hill 8-4050 
Larry Schwartz, Edward Greenberg, How- 
ard Wechsler, George Gilbert, Adrian 
Price, John Eckstein 

Airequipt (photographic equipment), Bor- 
dens Pharmaceutical Div., Eckstein; Carls- 
berg Breweries (Carlsberg beer), Eckstein; 
Cormac Photocopy Corp., Dictograph 
Prods., Inc. (Acousticon hearing aids), 
Eckstein; Marcelle Cosmetics, Inc. (non- 
allergic cosmetics), Eckstein; Pocket Books, 
Inc. (Golden Books encyc), Eckstein; 
Reeves Soundraft (recording tape), Rek- 
O-Kut (record players), Price; Sterling For- 
est Corp. (Sterling Forest gardens), Eck- 
stein; Transogram Toys, Inc., Price; 
WSTV-TV Friendly Group. 
WHITEHILL, ROBERT, INC. 

37 W. 51th St., New York 19, N. Y. Plaza 

9-6850 
Mr. Alan Charles 

WILEY, WALTER, ADVERTISING, INC. 

29 Pearl St., New York 4, N. Y. Bowling 
Green 9-3582 
Dorothy F. Wiley 

Countess Maritza Cosmetic Co., J. A. Win- 
ston & Co. (financial) 

WILSON, EDWIN BIRD, INC. 

52 Wall St., New York 5, N. Y. Digby 
4-6780 
Daniel E. Peterson 

Berks County Trust Co. (Reading), Bow- 
ery Savings Bank N. Y. C, Gage & Tollner, 
Manufacturers National Bank (Detroit), 
National Bank of Westchester (White 
Plains, N. Y.), Second National Bank (New 
Haven), Standard & Poor's Corp. (New 
York, N. Y.) 

YOUNG & RUBICAM, INC. 

285 Madison Ave., New York 17, N. Y. 

Murray Hill 9-5000 
Media relations & planning department: 
William E. Matthews, v. p. & dir. 
Associate media din.: Warren Bahr, v. p., 
Frank Coulter, Kirk Greiner, George F. 
Leithner, Charles T. Skelton, Henry L. 
Sparks, v. p., Joseph St. Georges 
Media account supervisors: Richard An- 
derson, Kay Brown, Charles Buccieri, 
William P. Dollard, Seymour Drantch, 
Robert Gleckler, Frank Grady, Rodney 
Holbrook, Robert Kowalski, James Scala, 
Russell Young 

Richard D. Campman, business mgr.; 
Raymond E. Jones, Jr., coordinator of 
spot radio & tv; Terry Pellegrino, media 
analyses; Alice McCabe, media data & 
information; Joan Kerrigan, account 




NUMBER 
ONE CITY 
IN ILLINOIS 

(OUTSIDE CHICAGO) 

R-E-M-A-R-K-A-B-L-E 



ROCKFORD 

TOPS IN . . . 
RETAIL SALES . . 



POPULATION 
. NEW HOMES 



AND ... In This Rich 

AGRICULTURAL AND 
INDUSTRIAL HEARTLAND 
OF MID-AMERICA . . . 

ADD MAR- APR. 
AKD 1960 and NIELSEN 1960 

— AC R E E — 

WREX-TV DOMINATES 
ROCKFORD Area Viewing 

. AT NICHT 

49 of the Top 50 Shows 

. IN THE DAYTIME 

All 20 of the Top 20 Shows 

• TOP WESTERNS 

7 of the Top 8 

• TOP FAMILY SHOWS 

All 5 of the Top 5 Shows 



jkUGUST 1960 



f (tti I J.M. MISCH If uttiSn 

l^P 1 Via Pnb-S<«. M lt . W-» T»h»ili.». »c J ^jfj 

WREX-TV 

channel 13 
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The Voice of New York JJ) 
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Call us collect 

at MUrray Hill 8-1500 

or contact 

AM Radio Sales. 
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service unit; Florence Aloisia, typing 
Contract Unit: Johanna Reinhardt, pub- 
lication; Theresa Chico, radio* tv 
Senior media buyers: John M. Flournoy, 
Justin Gerstle, Eugene Grealish, Vance 
Hicks, Arthur Janes, Arthur Meagher, 
Joseph O'Brien, Joseph Ostrow, Joseph 
Raffeto, Marcia Roberts, Lorraine Rug* 
giero, Steve Semons, James Stack, 
Thamas Viscardi, Fred Weiss 
American Airlines, Hintan, DeFranco; 
American Home Foods (Chef Boy-Ar Dee 
foods), Viscardi, Stack, Paulsen, Sonnen; 
I American Home Foods (Burnett, Chiquita 
M. Bananas, Dennison Div.), Stack, Son- 
nen; Beech-Nut Life Savers (Beech-Nut 
baby foods, gum), Egan; Beech-Nut (life 
savers, Pine Bros, cough drops), King; 
Borden (Farm Products of N. Y. & N. J.). 
Camerik; Borden (food products: cheese, 
. coffee ring, Inst. Dutch Chocolate, Inst. 
Malted Milk, None Such Mince Meat), 
Camerik; Borden (food products: Eagle 
Brand evap. milk, instant whipped pota- 
toes) , Critelli; Borden (industrial products, 
institutional products) , Camerik; Borden 
I (milk and ice cream div.), Gerstle, Cri- 
telli; Bristol Aircraft, Critelli; Bristol- 
Myers (Bufferin), Ostrow, Haber, Maran; 
Bristol-Myers (Excedrin, Fortsun), Grea- 
lish, Jacknawitz; Bristol Myers (Sal He- 
patica), Fahland; Bristol-Myers (Vacu- 
ettes, professional med. adv.) , Haber; 
Bristol-Myers (Vitalis hair cream) , Moran; 
Cluett-Peabody (sanforized div.), Egan; 
Dictaphone Corp., Ward; Drackett (Drano, 
Twinkle, Vanish, Windex) , Procter; Drake 
Bakeries, Mooney; Esterbrook Pen, Gerst- 
le, Critelli; Ethyl Corp., Fahland; Filbert, 
J. H., Inc. (margarine, mayonnaise) , Weiss, 
Maaney; General Cigar (Robt. Burns cigars 
and cigarillos, Van Dyck cigars) , Meagher, 
Paulsen; General Cigar (White Owl cigars, 
Wm. Penn cigars), Viscardi, Sonnen; Gen- 
eral Electric (housewares div. prom.) , 
Weiss, King; General Electric (blanket & 
fan dept.: air coolers, baby food warmers, 
blankets, fans, heaters, heating pads, hair 
dryers, vaporizers), Weiss, King; General 
Electric (Portable Appliance Dept.: Can 
openers, coffee makers, grills, irons, mixers, 
rotisseries, sauce pans, skillets, toasters, 
waffle maker- sandwich grills) , Weiss, 
Maaney; General Electric (Vacuum Clean- 
er Division), Stack; General Electric (M. 
S. V. D.), Stack; General Electric (Major 
Appliances Division), Meagher, Dwyer; 
General Electric (dishwashers & disposals), 
Dwyer; General Electric (television receiv- 
ers, audio products), Jones, Dwyer; Gener- 
al Foods (F. Baker coconut, Jell-0 Inst. 
Puddings, Minute Tapioca, Sanka), Pran- 
zo; General Foods (Birds Eye Frozen 
Foods), Semons; General Foods (Corpor- 
ate), McEwen; General Foods (Dream 
Whip, Pectins, Swans Down Products) , 
Fox; General Foods (Gaines Burgers), 
Grealish, Jones; General Foods (General 
Foods Kitchens, Postum), Jackn»witz; 
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General Foods (Horizon Foods), Grealish, I ^ 
Jacknowitz; General Foods (Jell-0 Chif- 1' 
fon Pie Filling, Jell-0 Pudding & Pie f 1 1,11 
Fillings, JellO Tapioca Pudding), Purtill; 
General Foods (Jell-0 Gelatin), Purtill, 
McEwen; General Foods (La France), J 
McEwen; General Foods (Log Cabin syrup, j! 
Minute Rich products), Lang bo rt; General 1 r 
Foods (Tang) , Janes; Goodyear Tire & 

ill 

Rubber Company, Flaurnoy, White; Gul 11 
Oil Corp., Warner, Ward, Mooney; Henre> 
don Furniture, Jones, Hurley; International 
Silver Co. (Sterling) , White; Internationa^ 
Silver Co. (1847 Rogers Bros.), Ruggiero, ET,( 
Critelli; Johnson & Johnson (baby prod 
ucts, Cotton Buds, medicated powder, Mi 
crin), O'Brien, Greenberg; Johnson S 
Johnson (Band-Aid bandages, first aidf".«! 
cream, gift boxes, Perfron, shampoo, sup 
gical dress), O'Brien, Fahland; Johnson & 
Johnson (Tek Hughes brushes) ; LePage's 
glues; Lipton Soups, Ruggiero; Manufai 
turers Trust Company, Meagher, Hurley; 1 
Metropolitan Life Insurance Co., Flaurnoy 
White; Moore-McCormack Lines, Jones 
Sonnen; National Sugar Refining Co 7 
Stack, Sonnen; Norcross, Inc., White; Per- (jpi 
macel, Inc.; Personal Products Corp, 
Langbart; Piel Bros, (beer), Procter; 
Procter & Gamble (Corporate, Dawn) 
Brostrom; Procter & Gamble (Cheer) 
Roberts, Hoppe; Procter & Gamble (Spic 
& Span), Ostrow; Remington Rand (elec- 
tric shavers), Ward, Warner; Royal Type- 
writers, Ruggiero; Seagram & Sons (Chivai 
Regal), Gerstle, Camerik; Seagram 
Sons (Four Roses), Janes, Hurley; Si 
mons Company, Hurley; Singer Sewing Ma- 
chine Company, Flournoy, King; Spalding, 
A. G. & Bros., Ward; Time, Inc. (Corpor- 
ate) , Haber; Time, Inc. (House & Home) 
Hoppe; Time, Inc. (Life), Hicks; Time, 
Inc. (Sports Illustrated), Hinton; Time 
Inc. (Time), Semons; Travelers Insurai 
Company, Paulsen; Tussy Cosmetiqn 
Hicks; Young & Rubicam, Inc., Greine 
Brostrom 

ZETLIN, L. D., & CO., INC. 

630 Third Ave., New York 17, N. 
Oxford 7-7047 
J. Ernest, L, Zetlin, G. Gelles 
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CHICAGO 

ADDISON, JOHN A., COMPANY 

549 W. Washington Blvd., Chicago 6, W\ 

Franklin 2-6446 
John A. Addisan, owner; L. L. Zambo 
timebuyer 

AGENCY SERVICE CORP. 

66 East South Water St., Chicago 1, /'•] 
Central 6-5525 
Gearge P. Hixan 

Chicago Motor Club, North Central FinawJ 
Corp. 

AUBREY, FINLAY, MARLEY & H0DG| 
SON, INC. 
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\ 230 N. Michigan Ave., Chicago 1, ///. 
I Financial 6-1600 

ix Harper, Joan Elf ring. Dr. J. Robert 
Killer 

,utler Manufacturing, Ekco-Alcoa Contain- 
i's, International Harvester Co. (McCor- 
iick farm equipment, Farmal] tractors, 
inder & baler twine) , Morton Chemical 
o. (Panogen), Murphy Products Co., 

RECA National Rural Electric Coopera- 
te Assoc., Pfister Assoc. Growers (hybrid 
Ued corn), Rock Island Railroad, William- 
bn Candy Co. (Oh Henry candy) 
,EST, GORDON, COMPANY, INC. 

228 North LaSalle St., Chicago 1, ///. 

State 2-5060 
ielen Wood, head timebuyer; Ann Kelle- 

;r, asst. 

(.mity Leather Products Co., Campana 
lorp. (Campana Italian Balm), Comstock 
ioods, Inc., Dumas Milner Corp. (Pine-Sol, 
'erma-Starch, etc.), Florsheim Shoe Com- 
ly, General Finance Loan Company, May- 
:lline Company (cosmetics), Nissan Mo- 
Co., W. F. Straub Co. (Lake Shore 
>ney, prune juice), Old Milwaukee Beer 
pESPIEL, LEE S., ADVERTISING 
605 N. Michigan Ave., Chicago 11, ///. 
Superior 7-7473 
>r accounts see St. Joseph, Mich.) 
-AYLOCK ADVERTISING 
39 S. LaSalle St., Chicago 3, ///. Andover 
3-2287 
>orothy E. Blaylock 



BOTT, LEO P., JR., ADVERTISING 

64 E. Jackson Blvd., Chicago 4, ///. Har- 
rison 7-9187 
Leo P. Bott, Jr. 

BOZELL & JACOBS, INC. 

205 N. LaSalle St., Chicago 1, ///. Cen- 
tral 6-0870 

Philip Rouda, v.p. radio tv; Maryellen 
Convery, timebuyer 

Arrivals, Ltd., Blue Cross, Blue Shield Plan 
of Illinois, Chittenden-Eastman (bedding), 
Evis Mfg., Kroll Bros, (children's furniture 
mfg.), Leaf Brands, Inc. (gum, candy), Na- 
tional Steel Cabinet Co., Omar, Inc., Res- 
tonic Corp. (mattresses) , National LP-Gas 
Council, Tilemaster Corp., Willard Tablet 
Co., Wonder Rest (mattresses) 
BUCHEN, THE, COMPANY 

400 W. Madison Ave., Chicago 6, ///. 

Randolph 6-9305 
Lee Carlson 

Armour Industrial Chemical Co., Harris 
Milling, Hobart Mfg. Co., Masonite Corp., 
Oliver Corp. (agric), Victor Chemical 
Works, Wood Conversion Co. 
BURNETT, LEO, COMPANY, INC. 

Prudential Plaza, Chicago 1, ///. Central 

6-5959 

Thomas A. Wright, v.p. & mgr. media; 

John W. Setear, ass't mgr. 

Media supervisors: Dave Arnold, Dick 

Coons, Gus Pfleger, George Stanton, Hal 

Tillson 

Associate media supervisors: Rex French, 



Bill Harmon, George Miller, Biill Over- 
holtzer, Dave Seidel, George Wilcox 
Timcbuycrs: Eloise Beatty, Wally Breg- 
man, Tom Brennan, Lincoln Bumba, Don 
Carlson, Bill Chrisman Jim Cone, Ber- 
ginia Cherkezian, Bruce Curtis, Bill Eck- 
ert. Ken Eddy, Marge Flotron, Fred 
Maeding, Tom Marshall, Dick Niece, 
Arne Nordmark, Mary Loui Ruxron, 
Mahlon Saxon, John Stetson, Cat Wilcox 
Allstate, Bauer & Black, Bissell, Blue Jay, 
Brown Shoe, Campbell Soup, Chrysler Corp. 
(Corporate Adv.), Commonwealth Edison, 
Cracker Jack Co., Crane Co., Green Giant, 
Harris Trust, Hoover, Kellogg, Maytag, Mo- 
torola, National Hosiery, Philip Morris 
(Marlboro, Philip Morris, Mayfield), Pfizer, 
Pillsbury Mills, Procter & Gamble (Lava, 
Joy, Camay, Secret deodorant, Pace home 
permanent), Pure Oil, Santa Fe, Star Kist 
Tuna, Sugar Information, Tea Council, 
Swift & Co. (Allsweet, End-O-Prods., weed 
killers, Vigoro) 

CAMP BELL-MIT HUN, INC. 

1024 Palmolive Bldg., Chicago 11, ///. 

Delaware 7-7553 
Clay Rossland, media dir.; William J. 
Stenson, chief timebuyer; Marian Clark 
Manzer, timebuyer 

Allied Van Lines, Inc., Stenson; American 
Dairy Association, Stenson; Fenn Brothers, 
Inc. (candy), Stenson; Helene Curtis In- 
dustries (cosmetics), Stenson; The Kroger 
Company (division and manufactured prod- 
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IN MEMPHIS' 2.4 MILLION, 
$2.9 BILLION MARKET IS 

Channel 5, Memphis, reaches more people, over the rich 
Mid-South area, than any other Memphis or Mid-South 
television station. Operating from the South's newest and 
finest facilities, Channel 5 serves 2,418,100 people, with 
$2,925,501,000 income! (Source: Sales Management, Sur- 
vey of Buying Power, 5/10/60). Mighty good reasons to 
place your TV-dollars on Channel 5, Memphis! 
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WMCT-MEMPHIS 



100.000 WATTS 



NBC AFFILIATE 



NATL. REP. BLAIR-TV 



VUGUST 1960 



on the go 
with Tony Moe 




FUN TO BE FIRST! 



Much has happened at KSO Radio 
since we came under the Joe Floyd- 
Larry Bentson-Tony Moe aegis just 
two years ago. KSO is on the go! 

Circulation up! Consistent gains. 
The current Hooper shows another 
40% rise from 7 AM to 6 PM. For 
the first time KSO Radio is the highest 
rated station in Des Moines with a 
peak share of audience of 29.7 in the 
key 5:30 I'M Driving Time. It's fun to 
be first! 

With no rate increase in two years 
KSO billing is up 300%. Fact is you 
get more for your dough on KSO. 
Greater frequency! More sales impact! 
You be first to phone your H-R man. 
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DES MOINES AND 
CENTRALIOWA 




LARRY BENTSON TONY MOE JOE FL0Y0 

President Vice-Pres -Gen. Mfr. VlclPres. 



Associated with WLOL, Minneapolis-St. 
Paul; KELO-Land TV (KELO-tv, KDLO-tv, 
KPLO-tv); KELO Radio, Sioux Falls, S.D. 



ucls), Manzer; Mishawaka Rubber Com- 
pany (footwear), Stenson; Wilson & Co., 
Stenson 

COMPTON ADVERTISING, INC. 

200 S. Michigan Ave., Chicago 4, 111. 

Harrison 7-9822 
Andrew E. Zeis, media dir.; Cecilia Od- 
ziomek 

Central National Bank & Trust Co., Chicago 
& Northwestern Railway System, Eversharp 
Pen Co., Garst & Thomas Hybrid Com 
Co., Hotpoint Co., Otoe Food Prods. Co., 
Pioneer Hi-Bred Corn Co., Pioneer Seed 
Corn Co., Perfect Circle Corp. (auto pdts.) , 
Schulze & Burch Biscuit Co. 
COPELAND, ALLAN AND GARNITZ, 
INC. 

75 E. W acker Drive, Chicago 1, 111. Cen- 
tral 6-8586 
Allan J. Copeland, Howard Garnitz 

CRUTTENDEN ADVERTISING 

75 E. W acker Drive, Chicago 1, III. Fi- 
nancial 6-3630 

George M. Stern 

A. Stein (Perma-Lift) 

CUNNINGHAM & WALSH, INC. 

6 North Michigan Ave., Chicago 2, III. 
Andover 3-3138 

Carl E. Gylfe, media dir.; Fred McCor- 

mack, Bette McKeough, ass'ts; Rita 

Green, timebuyer 

Beatrice Foods (dairy prods), College Inn 
Food Prods., Kitchens of Sara Lee (all 
prods.) , New Orleans Kitchens, Inc., Roper 
Co., George (ranges) 
DANCER-FITZGERALD-SAMPLE, INC. 
221 N, LaSalle St., Chicago 1, III. Finan- 
cial 6-4700 

Thomas P. O'Connell, media dir.; Bar- 
bara Loomis, ass't media dir.; Barbara 
Brown, ass't timebuyer 

Alliance Mfg. Co. (Genie Tena-Rotor), 
Carey Salt Co., Frito Co. (Frito Corn 
Chips) , Pfaff International Corp. (sewing 
mach.), The Siegler Corp. (gas & oil space 
heaters), Swift & Co. (Swift'ning, Jewel 
Oil, Pard dog food) 
D'ARCY ADVERTISING COMPANY 

Prudential Plaza, Chicago, III. Michigan 

2-5332 

Jo (Siano) Davidson, Michael B. Disney, 
Thomas J. Henry, Melba Bayard 

Climalene Co. (Climalene, Bowlene), Bay- 
ard; Consolidated Foods Corp. (Monarch 
foods), Disney; Nelii (RC, Nehi, Par-T- 
Pak, Upper 10), Disney; Oil Heat Council, 
Bayard; Parti-Day, Inc. (Parti-Day dessert 
toppings), Disney; Royal Crown Cola, 
Bayard; Standard Oil (Ind.), Davidson 
EARLE, LESTER, INC. 

154 E. Erie St., Chicago 11, III. Delaware 

7-4043 
Lester E. Rosenberg 
EBERSOLD, FRED H., INC. 

20 N. Wacker Drive, Chicago 6, III. 

Franklin 2-0106 
Fred H. Ebersold 

Statistical Tabulating Corp., Ebersold 



EDELSTEI N-N ELSON ADV. AGY., I' 

203 N. Wabash Ave., Chicago 1, 
Andover 3-3867 
Edward Edelstein 

Conway Camera Co. (photo suppls.), Tl 
Effron Mfg. Co. (hathroom acces.), Joh 
Walker, Inc. 

FOOTE, CONE & BELDING 

155 E. Superior St., Chicago 55, 

Superior 7-4800 
L. Patricia Chambers, Gwendolyn 
Dargel, Dorothy C. Fromberz, Rita 
Hart, Genevieve Lemper, Vera L. Ta 
loff 

Armour & Co. (Dial soap, Dial shamp 
Liquid Chiffon, Glad), Dargel; Associa 
Investment Co., Lemper; Chicago Trib 
Co. (newspapers, WGN & WGN-TV) , H 
First National Bank of Chicago, H 
Hallmark Card, Inc., Lemper; S. C. Jol 
son & Son, Inc. (Carnu, J-Wax, Klear, R 
& Off), Dargel & Hart; Kimberly-Cl 
Corp. (Delsey, Kleenex tissues, Klee 
tahle napkins & Kleenex towels), Tabolo 
Kraft Foods Co. (caramels, marshmallo 
sauces, Fudgies & choc, powder), To 
loff; Minneapolis-Honeywell Regulator 
Lemper; Oshorne-Kemper-Thomas, Lemp 
Paper Mate Pens, Chambers; Perkins D 
General Foods (Kool-Aid, Kool-Shake 
Good Seasons) , Fromberz; Zenith Ra 
Corp., Chambers 

FRANK, CLINTON E., INC. 

2400 Merchandise Mart, Chicago 54, 

Whitehall 4-5900 
A. S. Trude, Jr., media dir.; Helen Dav 
timebuying supervisor; Ruth Babick, 
mille Muscarella 

Bissell, Inc., Bosch Brewing Co., Curti 
Candy Co., Dean Milk Co., Flako Div 
Quaker Oats, Fort Howard Paper Co., G 
eery Store Prods., Hamilton Beach Div 
Scoville Mfrg. Co.. Northwoods Coffee 
Quaker Oats Co. (flour, inst.), Reynol 
Metals Co., Toni Co. (Pamper, Tain 
Bobbi), Wurlitzer Co. 

FULLER & SMITH & ROSS, INC. 

105 W. Adams St., Chicago 3, III. 

dover 3-5039 
S. A. Allen, media dir. 
GARFIELD-LINN COMPANY 

333 N. Michigan Ave., Chicago 1, 
Financial 6-8686 
Elizabeth Abt 

GORDON, THE PHIL, AGENCY, INC. 

23 East Jackson Blvd., Chicago 4, // 

Harrison 7-2103 
David J. Stetz 
Wm. Cooper & Nephews, Inc. ("Pulvcx 
pet care products) , Freeze Bank, Inc. (foo 
freezer plan), Nicholas of America Lai 
("Permaco" cobalt, hullets for cattle am 
sheep) 

GOURFAIN-LOEFF, INC. 

205 W. Wacher Drive, Chicago 6, 111 
Andover 30889 
E. Johnson 

Spring Air Corp. (mattresses) 
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ANT ADVERTISING, INC. 

19 A'. Michigan Ave., Chicago 1, ///. 
Superior 7-6500 
Reginald L. Dellaw, v. p., media dir.; 
Mary Alice Crisafulli, timebuyer 

Chicago & Suburban Dodge Dlrs., Comet 
Rice, Doctors Contacts, Inc. (contact 
lenses), Dri-Gas Div., Warren Petroleum, 
Excell Labs (New Plant Life), KVP Co. 
(paper prods.), Landmaster, Inc. (farm 
equip.), Minneapolis-St. Paul Dodge Dlrs., 
O'Cedar — Div. of American Marietta Corp. 
(mops, brooms, furniture polish), Dr. Pep- 
per, M. Pier Co. (TIZ Mist Creme & Color 
Rinse), Jos. Schlitz Brewing Co., Swanson's 
Cookie Co. (Archway Cookies), Warren 
Petroleum Corp. 
h GRIMM & CRAIGLE, INC. 
il 201 V. Wells St., Chicago 6, ///. Finan- 
I . cial 6-6767 

Mary Ja Zielinski 

Energy Kontrols, Inc., National Sporting 
% Goods Assn. 
»♦ GUENTHER-B RADFORD & COMPANY 

230 V. Michigan Ave., Chicago 1, ///. 
Andover 3-6651 
Charles J. Zeller, pres., gen. mgr. 

» All American Football Digest, Apollo Sav- 
ings & Loan, Baseball & Bowling Publica- 
I tions, Becker Roofing Co., Chicago 7-Up 
Bottling Co., Faetz-Niesen Recreation, Heat- 
masters, Fred Hebel Corp. (vending ma- 
chines), Hunding Dairy, Investors Savings 
& Loan Assn., Joliet 7-Up Bottling Co., 
Michigan Ave. National Bank, Montana 
jni, Charlie's Steak House, Nelson Chevrolet 
Co., Plumbing Contractors Assn. of Chi- 
cago, Refiners Distributing Co. (Refiners 
Pride Ethyl), Sabaini Motor Sales, Sears 
Roebuck &■ Co. (Chicagoland stores). Tau- 
ber Leasing Co., Inc., Turner Brothers 
Clothing, Wells Petroleum (fuel oil) 

HANSON & STEVENS 

11 ,V. racier Drive., Chicago 6, ///. 
Franklin 2-2910 
Lois Scheuber 

Dickinson (popcorn), Mercantile National 
Bank 

HARTMAN, GEORGE H., COMPANY 

307 N. Michigan Ave., Chicago 1, ///. 
Andover 3-0130 
Jean Seaman, Gloria McNamee 
HENRI, HURST & MC DONALD, INC. 

I 121 W. Wacker Drive, Chicago, III. 
| Franklin 2-9180 
Laura Hall 

>Admiral Corp. (radios, televisions & ap- 
pliances), Coopers, Inc. (Jockey under- 
wear), Holloway House (frozen foods), 
Kroehler Mfg. Co. (furniture), Myzon Labs 
•(animal health products) 
jKAPPS COMPANY, THE 
J 64 East Lake St., Chicago 1, ///. State 
j 2-0460 

>. Kapps, C. Kapps 

|Archer Motors, Inc., Authorized Food Serv- 
ice Co., Chambers Gas Range Co., Chicago- 
(Larainie Motors, Davidson Baking Co., 



Economy Home Food Service, Langendorf 
Clothing Mfg. Co., Madwell Bedding Co., 
Miracle Ham Co. (packer), Northpark 
Sales & Service (auto), Public Service 
Stores, Lynn Stewart Distr. Co., Southeast 
Radio Stores, Studebaker-Packard Dlrs. of 
Chicago Assoc., Traveler Radio Corp., Well- 
made Bedding Co., Western Supply & Fur- 
nace Co. 

KASTOR, H. W., & SONS 

75 E. Wacker Drive, Chicago 1, ///. Cen- 
tral 6-5331 
Harvey Mann 

Berry Oil Co., Campana Sales Co. (Ban- 
tron), Easy-Do, Inc., Fannie May Candy, 
International Milling (Robin Hood flour), 
Neuhoff Brothers Packers, Orange-Crush 
Co. 



KENNEDY, EDWARD C, ADVERTISING 

159 E. Chicago Ave., Chicago 11, ///. 

Delaware 7-6330 
Edward C. Kennedy, P. A. Scibetto, J. V. 
Dahlstram 

KENYON & ECKHARDT, INC. 

221 A r . LaSalle St., Chicago 1, ///. Finan- 
cial 6-4020 

Frank C. Clayton, media dir.; Joan Black- 
man, Robert Penninger, Mark Oken 

Lincoln-Mercury Dlrs. Assn, Blackman; 
Pabst Brewing Co. (Pabst & Blatz) , Pen- 
ninger & Oken; Pepsi-Cola Co. (soft 
drink), Blackman; RCA Victor Distr. Corp. 
(appls.), Blackman; Whirlpool Corp. 
(large appls.), Blackman 
KEYES, MADDEN & JONES 
(Div. at Russel M. Seeds) 




KRLD-TV serves 53 booming Texas counties plus 5 southern Oklahoma counties. 
Channel 4 serves this area of more than 2,700,000t people with 712,865* TV 
Homes. 

SELL MORE with CHANNEL FOUR 

♦Composite Nielson and ARB TV Ownership Estimates, NCSf 3 coverage pa item. 
fBased on preliminary figures, U.S. Census Bureau. 
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919 Xorth Michigan Ave., Chicago 11, ///. 
Whitehall 3-2133 
Merle Myers, Virginia Russet 

Brown & Williamson Tobacco Corp (Ra- 
leigh), Congoleum-Nairn (floors & walls), 
Fendrich, Inc. (La Fendrich & Chas. Denby 
cigars), Florists' Telegraph Delivery Assoc. 
Inc. & Interflora, Inc., Greater Miami Fed- 
eral Saving & Loan, H. H. Hixson & Co. 
(Fireside Egg Coffee), Loomweave Corps., 
Div. of Congoleum-Nairn (fiber rugs & car- 
pets), Metropolitan Bank of Miami, Na- 
tional Presto Industries, Inc., Norge Sales 
Corp., The Pinex Co. (cough syiups, Dexyl 
and Pabasone) , Policy-Matic Corp. of 
America, Revere Camera Co. (Cine-Zoom 
Electric Eye-Matic 8mm movie camera, EE- 
127 Electric Eye-Matic still camera) , C. H. 
Wallerich Co. (Chrysler & Plymouth), 
Washington Security Co., Weco Products 
Co., York Corporation 

KLAU-VAN PIETERSOM-DUNLAP, INC. 

520 N. Michigan Ave., Chicago 11, ///. 

Superior 7-3061 
Robert Cunningham, Clarence Russell, 
Maree Tait 

Chicago Federal Savings & Loan Assn., 
Hess & Clark 
LILIENFELD & CO. 

121 W. Packer Drive, Chicago 1, ///. 

Andover 3-7667 
James K. Jurgensen 

Booth Fisheries (frozen foods), John Ca- 
nepa Co. (macaroni, spaghetti), Debs Hos- 
pital Supplies, Doyle, Inc. (Strongheart 
dog and cat food), F & F Laboratories 
(cough remedies) ,Hawthorn-Mellody Farms 
Dairy, National Tea Co. (home offices, Chi- 
cago): Davenport, Denver, Detroit, Indian- 
apolis, New Orleans, Kalamazoo, Memphis, 
Milwaukee, Minneapolis, Sioux City; Mrs. 
Klein's (potato chips), ReaLemon-Puritan 
Co. (frozen, canned, bottled juices) . 

LONG, THE W. E., ADVERTISING 
AGENCY 



188 West Randolph St., Chicago 1, ///. 

Randolph 6-4606 
Russell A. Gilbertz, media dir; Russell 
D. Rynersan, Leonard F. Thornton, media 
supervise rs 

Armhein's Bakery (Springfield, 111.) (Hol- 
sum bread), Ben's Ltd., Halifax & Nova 
Scotia (Holsum bread), Mrs. Boehme's 
Bakery (San Angelo, Tex.) (Holsum 
bread), Butter Krust Baking Co. (Sunbury, 
Pa.) (Holsum bread), Carpenter Baking 
Co. (Milwaukee, Wis.) (Old Settler bread) , 
Cotton Bros. Baking Co. (Alexandria, La.), 
(Holsum bread), Cotton's, Inc. (Baton 
Rouge, La.) (Holsum bread), Cotton Bak- 
ing Co. (Shreveport, La.) (Holsum bread) , 
Cross Baking Co. (Montpelier, Vt.) (Hol- 
sum bread), Franco Superior Bakery (San 
Diego, Cal.) (Town Talk bread), Fuchs 
Baking Co. (South Miami, Fla.) (Holsum 
bread & sweet goods), Gunsenhauser Bak- 
ery (Lancaster, Pa.) (Holsum hread), 
Hauswald Bakery (Bait., Md.) (Hauswald's 
bread), Holsum Bakers of Puerto Rico, 
Fort Wayne, Tampa, Gastonia, No. Caro- 
lina, Phoenix and Tucson; John J. Nissen 
Baking Corp. (Brewer, Me.) (Holsum Old 
Home bread), John J. Nissen Baking Corp. 
(Portland, Me.) 

LUDGIN, EARLE, & COMPANY 

121 W. Packer Drive, Chicago, 111. An- 
dover 3-1888 

Daniel O'Connor, Marilyn Duff, Patrick 

Smyth 

The Reuben H. Donnelley Corp., Duff; 
Easy laundry Appliances, Smyth; Eureka 
Williams Corp., Smyth; Jewel Tea Co., 
W. F. McLaughlin & Co., Duff; Rath 
Packing, O'Connor 
MAC FARLAND, AVEYARD & CO. 

333 N. Michigan Ave., Chicago 1, ///. 

Randolph 6-9360 
Esther N. Anderson, sr. timebuyer; Doro- 
thy Budzynski, ass't timebuyer 
Amana Refrigeration, Inc., Carl Buddig & 
Co. (smoked sliced meats), The Celotex 



Corp. (bldg. materials), Drewrjs Ltfl 

U. S. A. (beer), E. W. Kneip, Inc. (froz I 
fresh meats), Lewis-Howe Co. (Nature I 
Remedy) , Martin-Senour Paints, Perfeq 
Garcia Cigars, Sleex Products Compaq 
(girdles), Stewart-Warner Corp. (Alemif 
CD2), Zenith Radio Corp. (hearing aids) 
MC CANN-ERICKSON, INC. 

318 S. Michigan Ave., Chicago 4, // 

Webster 9-3700 
Group #1: Elliott Johnson, supervisor 
Dan Amas, Dan McGrath, timebuyers 
Bell & Howell Co., Brunswick-Balke-Co) 
lender Co., Canadian National Railway 
Encyclopaedia-Britannica, Spanish Grc 
Olives Commission, Derby Foods, Inc., Ge 
eral Outdoor Advertising, International Hai 
vester, Lewis-Howe, Milk Foundation, Nj 
tional Dairy Council 

Group #2: Bill Kennedy, supervisor; RuH 
Leach, ass't supervisor; Len Kay, tim« 
buyer 

Carter Oil Co., Coca-Cola Bottling Co. o 
Chicago, G. Heileman Brewing Co., Helen 
Curtis Industries, Marion Harper & Sonq 
Swift & Company 

MERCHANDISING ADVERTISERS, INC 

308 W. Washington St., Chicago 6, // 

Central 6-4588 
F. Ohlrich, pres.; Guy E. Tipton, prod 
mgr.; Ray Fick, acct. exec. 
MEYERHOFF, ARTHUR, ASSOCIATES, 
INC. 

410 N. Michigan Ave., Chicago 11, 111 

Delaware 7-7860 
Francine Goldfine, Edmond Kasser, Bruc 
Houston, Danna Hanson 
Demert & Dougherty, Inc. (Aerosol prods. 
Hanson; I. J. Grass Noodle Co. (soup mix 
& noodles), Kasser & Houston; Illinoi 
Meat Co., Sub. of John Morrell (canna 
meats), Kasser; Myzon, Inc. (farm prods. 
Hanson & Houston; New England Fi 
Co. (canned salmon), Kasser; Pam Indus 
tries (pure veg. oil), Kasser; Wm. Wri 
ley Jr. Co. (gum), Galdfine, Houston 



When You're I?iterested In Buying or Selling Radio or Television Property 

CONSULT 

R, C. Crisler & Co., Inc. 

BUSINESS BROKERS SPECIALIZING IN RADIO & TELEVISION PROPERTY 

in Cincinnati, O. — Paul E. Wagner, Fifth Third Bank Building, DUnbar 1-777 

on the West Coast— Lincoln Dellar & Co., Santa Barbara, Calif., WOodlan 
9-0770 

in Omaha, Neb.— Paul R. Fry, P. O. Box 1733 (Benson), TErrace 9455. (Afterl 
September 11, 1960, telephone 39-1-9455.) 

in New York— 41 East 42nd Street, MUrray Hill 7-8437 
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& EICOFF, INC. 

.12 E. Walton St., Chicago 11, III. Su- 
,erior 7-9700 

; Mac Lean, Mel Smith, Sherman 
ith, Joel Weiner 

mt Company (Salad Mixer, Rocket, Tri- 
bile, Z-Matic, Klean Mop, Rotary Chef, 
1-0-Matic, auto kit, Hyrex battery charg- 
j , Winston Sales Company (fishing kit, 
I letherm cushion, Formula #12 polish) 
RLOCK ADVERTISING AGENCY 
i9 .V. Clark St., Chicago 2, ///. Ran- 
olph 6-8336 

j. Barton, H. E. Lewis 

•DHAM, LOUIS AND BRORBY, INC. 

mdential Plaza, Chicago 1, ///. White- 
■Al 44300 

old E Johnson, v.p. & facilities dir.; 
n Cale, mgr. af broadcast facilities; 
r Vedder, media dir.; Dan DeCarla, 
ip Marrow, Marianne Manahan 

>eans, beans & franks) , Manahan; 
imins Engine Co., DeCarla; Household 
nee Corp., Marrow; Household Finance 
). (Canada) , DeCarlo; International 
^rals & Chemical Co., Monahan; S. C. 
ison & Son (Glo-Coat, Pride, Stride, 
st. products), Manahan; Krafts Food 
(Parkay, Miracle Margarine, oils, 
lets), Marrow; Lever Brothers Com- 
j (Swan & All), DeCarla; Mars, Inc., 
I urlo; Massey-Ferguson, Inc., Morrow; 
santo Chemical Co., Manahan; Mor- 
Salt Co. & Panogen, Inc., Morrow; 
homa Oil Co., Marrow; Peoples Gas, 
& Coke Co., Manahan; Rival Pack- 
o. (Rival dog food) , DeCarla & Mor- 
Scovill Mfg. Co., Manahan; State 
is Ins. Cos., DeCarlo; Wieboldt Stores. 
Manahan; Worthington Corp., Man- 



;TH ADVERTISING INC. 

jW Merchandise Mart, Chicago 54, ///. 
Mehall 4-5030 

r A. Delana, v.p., marketing; Nar- 
T. Garrabrant media dir.; John W. 



Harper, media supervisor; Elaine D. Pap- 
pas, senior buyer; Betty Lavaty, buyer 

American Brewing Co. (Regal beer), 
James B. Beam Distilling Co. (Gilbey's 
Spey Royal Scotch), Pappas; Columbia 
Foods, Pappas; Englander Co. (mattres- 
ses) , Pappas; First National Bank of 
Chicago, Harper & Lavaty; Gillette Labs., 
Div. of Gillette Co. (Thorexin) , Pappas; 
Jewel Food Stores, Pappas; Lanvin Par- 
fums, Pfaelzer Bros, (meat wholesalers) , 
Harper & Lavaty; Pilsener Brewing Co. 
(P.O.C. beer), Harper & Lavaty; Reddi- 
Wip Corp., Pappas; Toni Co. — A Div. of 
Gillette Co. (Toni Home Permanent, Deep 
Magic, Tip Toni, curlers) , Pappas; Toni 
Co.— A Div. of Gillette Co. (Adorn, Ton- 
ette, Silver Curl, Hush) , Harper & Lavaty; 
Webcor, Inc. (tapes, records, stereophonic 
phonographs, radios and accessory equip- 
ment) Westley Industries, Pappas 

O'GRADY-ANDERS EN-GRAY, INC. 

230 N. Michigan Ave., Chicago, III. Fi- 
nancial 6-9133 
Jack J. Page 

Chicago Plastering Inst, (public serv.) ; 
Clayton Mark (water pumps) 11 Iredale Van 
Lines (moving & storage) ; Marquette Coal 
Company (fuel) ; Rust-Oleum Corp. (rust 
preventives) 

OLIAN & BRONNER, INC. 

35 E. Wacker Drive, Chicago 1, ///. State 
2-2381 

Kay Kennedy, media dir. 

Alva-Tranquil Corp. (tranquilizer) ; Atlas 
Brewing Co. (Atlas Prager beer) ; Auto- 
point Co. (pens) ; Ball Clinic, Inc. (arthri- 
tis clinic) ; Beltone Hearing Aid Co.; Bur- 
gess Vibrocrafters, Inc. (paint sprayers) ; 
C.E.T., Inc. (tv sets) ; Comfort Mfg. Co. 
(Anti-Terge hand cream) ; Fohrman Chrys- 
ler-Plymouth ; Giugiss Bros, (formal rent- 
al) ; Goldblatt Bros. (dept. store) ; Jay's 
Foods (Jay's Potato Chips) ; Mullins Foods 
(Prairie Chef Barbeque Sauce) ; National 
Lecithin. Inc (tablets) ; Pastorelli Bros. 



(pizza mix) ; Rhodes Pharmacal Co. (Per- 
form) ; Rockdale Monument Co.; Rose 
Packing Co. (meat prods.) ; Schoenhofen- 
Edelweiss (Edelweiss beer) ; Walter Sch- 
wimmer Co.; Station WCFL; Terry Foods. 
Inc. (frozen meats) 

PRESBA, FELLERS & PRESBA 

360 A\ Michigan Ave., Chicago 1, ///. 

Central 6-7863 
W. B. Presba, pres.; Marquis M. Smith, 
v.p.; Frank R. Steel, acct. exec; V. N. 
Rinman, sec'y.-treas. 

Book House for Children; Geneva House; 
Madison Bank & Trust Co.; Olson Rug 
Co.; Orleans Canning Co. (dog food) ; 
Warp Brothers (Flex-O-Glass) 

FLETCHER RICHARDS, CALKINS & 
HOLDEN, INC. 

Prudential Plaza, Chicago 1, ///. Ran- 
dolph 6-3830 
G. T. Johnke, W. V. Humphrey, W. Me. 
Nolly, V. M. Monfredini 
Eastern Airlines, Jahnke & Monfredini; 
Marshall Field & Co., Humphrey & Mon- 
fredini; MusiCraft, McNolly & Monfredi- 
ni; Rand McNally & Co., McNolly & Mon- 
fredini; U. S. Rubber Co. (tires) , Jahnke 

ROBERTSON, BUCKLEY & GOTSCH, 
INC. 

108 N. State St., Chicago 2, ///. State 
2-5336 
Clarence M. Gatsch 

Cartan Travel Service 

SHERWIN ROBERT RODGERS and ASSO- 
CIATES 

46 E. Spring Ave., Chicago 11, ///. Su- 
perior 7-5706 
L. Raclin 

National Cheese Co. (dairy prod.), Ratay, 
Inc. (furniture) , Slatkowski Sausage Co. 
(meat prods.) 

RODKIN, SANDER, ADVERTISING 
AGENCY, LTD. 

737 N. Michigan Ave., Chicago 11, ///. 
Delaware 7-0300 
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9 AM TO MIDNIGHT 7 DAYS A WEEK 
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JUST LOOK AT TH 
MARKET DATA... 

• Population 1. 520,100 

• Households 423,600 
» Consumer Spendable Income $1,761,169,000 

• Food Sales $300,486,000 

• Drug Sales $40,355,000 

• Automotive Sales $299,539,000 

• General Merchandise $148,789,000 

• Total Retail Sales $1,286,255,000 



KNOE 

TV 



CBS 



ABC 



A James A. Nae Station 
Represented by 
H-R Television, Inc. 



It 1960 

L 




• **$i§ ccessiu I 
Miepresen tatian 
through 

Pu rpaseiu I 
Salesmanship 99 



DEVNEY I O'CONNELL. INCORPORATED 



I STATION REPRESENTATIVES 



535 FIFTH A VENUE. NEW YORK 17, NEW YORK 

NEW YORK I CHICAGO / HOLLYWOOD / SAN FRANCISCO 



Fifteen 
Years 
of 

A ward- Winning 
Commercials 



Robert ^luanAon Jf^ro duetto n6 7 J^nc. 

689 FIFTH AVEMJE. NEW YORK 22, ft. Y. 
Telephone MUrray Hill 8-4355 



S. Radkin, J. Strickland 

Alpine Construction Co., Direct Sale? 
Esserman Dodge, Foster TV, Hi-Lo T 
tenna Corp., Lord & Rogers, Inc., . 
TV, Inc., Miracle Enterprises, Inc., I 
King, Inc., Roseland Plymouth, Van N 
Beer 

SCHRAM ADVERTISING CO., THE 

170 W. Washington St., Chicago 

Financial 6-8585 
Fred S. Brady, Larry Cahen, Rayma 
Kenning, Shirlyn Mandel, Ira P. 1 
stein 

Airtite (home improvement items), 
Leaf Prods. Co. (Black Leaf "40", 1 
Rose Leaf Floral Dust, Sbeen, 0 
Dust), Fox Head Brewing Co. (F 
Luxe beer, Fox Head 400 beer), Soull 
Bank & Trust Co., Weber Brewing 
(Weber beer) 

R. JACK SCOTT, INC. 

814 .V. Michigan Ave., Chicago 1 

Whitehall 4-6886 
Ralph Trieger, media dir.; Ellia 
Jahnsan, media & research; Dawn 
goning, asst. timebuyer 
Boyer International Labs (hair arrai 
Chamberlain Distributors (bair lo 
Commerce Clearing House, Chicago 
um Corp., Chicago District Ice Assn., 
monwealth Prods., Inc. (Alurai-Gll 
Copper-Glo), Fountain Prods. Corp. 
fixtures), Fox DeLuxe Foods (' 
foods) , Gibbs & Co. ("Gabrieleen" "Al 
cold wave, "Wonderful World' - 
wave, "Martha Hyer Glotone" 
"Smart Styling*' hair spray), Hedlin 
House of Lowell ("M3ry Lowell" c 
tics), Libby Furniture & Applianct 
Lytlon, Henry C. (dept. store), Mel 
dise Service, Inc. (20/20 Eye Lotion) < 
erals of tbe Sea. Ltd. (Algamin 60) 
feet Plus Hosiery' Mills, Perfecto C 
Cigar Co., Plachman & Harrison (mus< 
Salerno-Megowen Biscuit Co., Serta 
tress Co. of Chicago, John M. Smyl ; 
(furniture), Spiegel, Inc. (retail and 
logue order division), Walgreen Dni| 
Weiman Company (furniture mfr.). " 
& Co. 

SENNE, HENRY, ADV., INC. 

75 E. Wacker Drive, Chicago 1, 111. 
dolph 6-6932 
Henry J. Senne, radio TV 

STEFFEN, PAUL J., COMPANY 

201 .V. Wells St., Chicago 6, 111.] 

dolph 6-9077 
William J. Hen nig 
STOETZEL & ASSOCIATES, INC. 

307 .V. Michigan Are., Chicago 

State 2-8927 
Leana Murphy 

Back to God Hour (religious program 
TATHAM-LAIRD, INC. 

64 E. Jackson Blvd., Chicago 4, III. 

rison 7-3700 
Thomas Laver, media sup.; Philip 
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aid Douglas, Raymond McWeeny, 
iette Malpede, William Lierle, Jahn 
en, Jashua Wills, John Singleton 

ott Laboratories (Sucaryl), Lierle & 
pede; Boyle-Midway Div. — Am. Home 
Is. (Griffin shoe polishes, Easy-Off oven 
ier, Easy-Off window cleaner), Wills; 
b Candy Co.; Butter-Nut Foods Co. 
)mas J. Webb coffee), McWeeny; 
pbell Soup Co. (Swanson frozen 
pbell Soup Co. (soups, V-8 juice, pork 
5); Clarke Oil & Refining Co. (gaso- 
, Douglas; Formfit (undergarments) ; 
■ral Mills, Inc. (Surechamp dog food, 
nmix) ; Libby, McNeil &Libby (canned 
s) ; National Homes Corp. (prefab. 
:s), Douglas; Parker Pen Co., Gore; 
Procter & Gamble Co. (American 
ily soaps, Mr. Clean), Lierle, Mal- 
& Gillen; Serta Associates (mat- 
:s) ; The Toni Co. (White Rain, 
1), Douglas; Wander Co. (Ovaltine), 
; Whitehall Laboratories (Dristan), 

! 

MPSON, J. WALTER, COMPANY 

) N. Michigan Ave., Chicago 11, ///. 
thawk 4-6700 

h de Bevec, v. p. & media dir., assa. 
1 a dirs.: A. G. Ensrud, E. K. Grady, 
Irf Thurmond, Richard Hyland, La- 
Helman; Ed Fitzgerald, senior buyer; 
buyers: Robert Atwoad, Jahn Rahr- 
Harry Furlong, Harold Farris, Syl- 
Rut, Ellen Carlsan, Bernice Mc- 



Taggart, Ranald Stack, Peggy Wille- 
brand, Mina Kleyne, Margaret Welling- 
ton 

Bowman Dairy Co., Willebrand; Conti- 
nental Airlines, Carlsan; Elgin National 
Watch Co., Atwood & Carlson; Employers 
Mutual* of Wausau, Willebrand; Indi- 
ana Bell Telephone Co., Carlson; Johnson 
Motor Div., Atwaad; Kraft Foods, Stack 
& McTaggart; Libby, McNeill & Libby, 
Stack & McTaggart; Oscar Mayer & Co., 
Farris; Mobile Homes Mfrs. Assn., Stack; 
Murine Co., The, Stack; Portland Cement 
Association, Stack; Quaker Oats Co., At- 
wood (Network); Furlang & Willebrand 
(Spat); L. Pavis (Frequency Control); The 
Rice Industry, Atwaad; Schlitz Brewing 
Co., Jos., Rahrbach, Kleyne, Rut & Well- 
ington; Sealy, Inc., Atwaad; Seven-Up Co., 
The, Furlang & Willebrand; Southeastern 
Trailways, Willebrand; Weco Products 
Company, Atwood 

TURNER ADVERTISING AGENCY 

216 E. Superior St., Chicago 11, ///. 
Michigan 2-6426 
Karl Vehe 

American-Marietta Co., Berry Brothers 
(Paint), Marietta Paint & Color Co., 
O-Cedar Div. of Am Marietta Co., Sewall 
Paint & Varnish Co. 

WADE ADVERTISING, INC. 

20 N. Wackier Drive, Chicago 6, ///. 
Financial 6-2100 



'Mat's the catch?" 

That's how most people tend to react when you offer them some- 
thing for nothing. 

You can't blame them of course, because there are times when a 
dash of skepticism can come in mighty handy. 

There are other times though, when we wonder. 

We're thinking about the standing offer we've always made to 
anybody who owns stock or wants to. What's the offer? Just this. 
On request, our Research Department will provide you with a 
thoroughly objective analysis of your present holdings or prepare 
the most suitable investment program it can for any particular set 
[of circumstances — any specific amount of money. 

As we have said time and time again, we make no charge for this 
service. You're not obligated in any way. 

We can hope, of course, that on the basis of the analysis we send 
fou or the program we prepare, you will decide to do business with us. 

If you're willing to take that chance, we'll send the very best 
inswer we can to any question you may have concerning your present 
loldings, or what you might buy in your own situation. 

Simply address — 

Joseph C. Quinn, Department SX-49 

VIerrill Lynch, Pierce, Fenner & Smith Inc. 

Members New York Slock Exchange and all other Principal Exchanges 
70 PINE STREET, NEW YORK 5, N. Y. 
131 offices here and abroad 



Media dir., D. S. Williams; media sups.: 
J. G. Schroeder, R. A. Caolidge, E. A. 
Stackmar, Dwight Renalds; timebuyers: 
Arvid M. Anderson, B. Robert Jolly, 
Charles W. Davidson, Rosemarie Bramel 
Alberto-Culver Company (V05, Rinse 
Away, Command), Miles Laboratories, Inc. 
(Alka-Seltzer, Bactine, Nervine, One-A-Day 
(brand) Multiple vitamins) 

WAGEMAN, MURIEL, ADVERTISING 
AGENCY 

35 E. W 'acker Drive, Chicago 1, ///. Ran- 
dolph 6-0339 
Muriel Wageman 

Bazelon Mfg. Co. (household appls.). Ca- 
reer Inst., Greeting Cards, Inc., Utilities 
Engineering Inst., Wayne School, Inc. 

WALDIE & BRIGGS, INC. 

211 N. LaSa/le St., Chicago 1, ///. Frank- 
lin 2-8422 
A. Reitz 

Marpro, Inc. (Maremont Muffler Div.), 
Northern Trust Co. (Inst.) . 

WEISS, EDWARD H., AND COMPANY 

360 N. Michigan Ave., Chicago 1, ///. 

Central 6-7252 
Jack J. Bard, v. p.; Nathan Pinsaf, media 
dir.; Armella Selsov, media sup.; Jaan 
Mandel, Nara Weintraub, Harry Pick, 
Dan Colman, Arlene Bitter, Armella Sel- 
sov 

Amity Leather Prods., Weintraub; Corina 
Cigars, Bitter; Helene Curtis Industries 
(hair prods., men's toiletries, deodorants), 
Selsav; Gossard (foundations), Wein- 
traub; Key Wines, Weintraub; Little 
Crow Milling Co. (Coco Wheats, Golden 
Mix), Mandel; Midas, Inc. (mufflers), 
Caleman; Mogen David Wine Corp., Wein- 
traub; Perk Dog Foods, Pick; Purex 
Corporation, Ltd. (cleansers, soaps, bleach), 
Mandel; Rolf's Division, Weintraub; Sealy 
Mattress Co. of Chicago, Pinsof; Stag Beer, 
Mandel 

YOUNG & RUBICAM INC. 

333 N. Michigan Ave., Chicago 1. ///. 

Financial 6-0750 
Robert B. Byran, media dir.; senior buy- 
ers: Richard G. Stevens, Keith B. Shaf- 
fer, Edwin W. Berg; timebuyers: Arnold 
S. Bierman, Paul D. Schrage, James V. 
Tufty, Margaret M. McGrath, Bette 
Myers 

American Bakeries Co. (Grennan Cakes, 
Taystee Bread, Thaw N' Bake), Stevens & 
Schrage; The Borden Co. (ice cream, 
milk), Stevens & Schrage; CandyGram, 
Inc. (CandyGrams) , Berg & Bierman; 
Hammond Organ Co., Shaffer & McGrath; 
International Harvester Co. (truck div.), 
Berg, Bierman & Myers; Northern Paper 
Mills (tissue, towels, napkins, facial tissue, 
Waxtex), Stevens & Schrage; Simoniz Co. 
(Bodysheen, chemical products, floor wax, 
HiLite, Instant Simoniz, Ivalon, S&K, Tone, 
Vista) , Shaffer, Berg, McGrath & Bierman 
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YOU MISS 




THE SIX 
BILLION DOLLAR 

WHEELING- 
PITTSBURGH 

MARKET WITHOUT 




50,000 WATTS RADIO 




ONLY 50,000 WATT NETWORK STATION IN AREA 

the STORE R station 
backed by 33 years 
of responsible broadcasting 
CALL BLAIR 
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1960 Air Media Basics Advertiser 



ABC Radio . 

ABC-TV 

Ampex . .. 

Audio Productions 

Balaban 

Balaban, KBOX 

Balaban, WIL 

Balaban, WRIT ... 
BM1 



.58 & 59 

6 & 7 

135 

37 

.. - FC 
. 19, 29 

... 15, 35 
. 3, 42 
.. . 160 



Canadian Association of Broadcasters . 77 

Canadian Broadcasting Corp. 65 

CBS-TV 106 & 107 

CKLW ;. 10 

Crisler 172 

Crosley _ 123 

Eastman 52 &- 53 

I.R.E. Cover II 

Katz 1 

KELO 152 

Keystone 17 

KFAC 51 

KFMB-TV 95 

KISN 61 

KLZ-TV 39 

KMJ-TV 125 

KNOE 173 

KM;/. ... 153 

KOCO-TV ...... 161 

KRLD-TV 171 

KSO 170 

KTBS 119 

McCann-Erickson 100 & 101 

McClalchy .... 55 

MGM-TV 130 

Nielsen 25 

Petry 57 

Pulse 8 

RCA 23, 140, 141 

Sarra 128 

Speidel 162 



Transcontinent 

WAFB-TV 

WALB 

Walker Raywalt 

WBT Radio 

WCCO-TV 

WCTV 

WFAA-TV 

WFBM-TV 

WFLA-TV 

WGH 

WGY 

WHK 

WIIC 

WINS 

WIP _. 

WISC-TV ... 

WJAC 

WJBK-TV . 

WKLO 

WLBT 

W.MCA 

WMCT .... 

WNEM 

WNEW-TV ... 

WOC-TV 

WOK 

WPBC _ 

WRGB 

WREX 

WSPD 

WSUN 

WTOK-TV . 

WTVT 

WWJ 

WWRL 

WWVA 

ZIV 



17 4 



37 Si 



Cover. 

AIR MEDIA BAij 



NOW! NEW! Stories that begin where 
I OFFICIAL POLICE ACTION LEAVES OFF! 




ST. 



RING RICK JASON AS R0BIN SCOTT. .. "NEGOTIATOR" EXTRAORDINARY 

with JEAN BLAKE as Phyllis 



EXPOSING FRAUDULENT INSURANCE CLAIMS! 



The new power 
in TV programs. 



HIS MISSION: Saving 
fortunes for insurance 
firms! 

HIS CREDO: Recover 
the loss . . . leave the 
culprit to the law! 



He knows more 
about the underworld 
than any man alive! 
• 

A hazardous game with 
MILLIONS OF DOLLARS 
at stake! 



A MODERN SERIES FOrt EFFECTIVE MODERN PROGRAMMING! 



ziv 




ZIV UNITED ARTISTS, INC. 
488 Madison Ave. 
New York 22, N.Y. 



REACH THEM 



W 



ITH THE TALL 



ONE ! 



WISC-TY in Madison has the tallest tower 
Wisconsin ... to bring your sales messages into 
homes of viewers in thirty-two counties 
Wisconsin. Illinois and It 



Check WISC-TY coverage facts 





. . . offers more for your money 

TV Homes in Area 408,540 

Total Household 460,000 

Total Population 1,565,100 

Total Retail Sales __ 1,864,047,000 

County Coverage 32 (Wise, III., Iowa) 

Maximum POWER at "Tower Height" 

Maximum TOWER 1200 Ft. A.A.T. 

Antenna Height 2,226 Ft. A.S.L. 
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MADISON, IS 



Kg 
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